Briefing Book and Background Data for Regional Attractions and Children\u27s Parks by Harrison Price Company
University of Central Florida 
STARS 
Harrison "Buzz" Price Papers Digital Collections 
7-3-1991 
Briefing Book and Background Data for Regional Attractions and 
Children's Parks 
Harrison Price Company 
 Part of the Tourism and Travel Commons 
Find similar works at: https://stars.library.ucf.edu/buzzprice 
University of Central Florida Libraries http://library.ucf.edu 
This Report is brought to you for free and open access by the Digital Collections at STARS. It has been accepted for 
inclusion in Harrison "Buzz" Price Papers by an authorized administrator of STARS. For more information, please 
contact STARS@ucf.edu. 
Recommended Citation 
Harrison Price Company, "Briefing Book and Background Data for Regional Attractions and Children's 
Parks" (1991). Harrison "Buzz" Price Papers. 142. 
https://stars.library.ucf.edu/buzzprice/142 
. . . . . .. -.· ... - - ~ ·"" . . . ... - "" ... :-·. ... ~ ' . . ..... .... - . ·. ' . . . : ~ 
... . . . . . .. . 
. ·. ··. • ;- . . . .. : . . . . . ·. - . .~ . -. . . .. : . --~ : .. -. . . . .- . • .... :_. 
. - .- .. · .· . -. . .· .. -
. ·... . . : ~ - . ·. . . . .. · . - . 
. . -- .· . .. ·• . .... ,' 
. . ... 
. .. . . . · . 
. . . . 
.. 
. . . -
. . . . . . . ;.· . : ... 
: . · -_- . · ... · .. · ·· .. 
. ' r . . . . 
........... , . . - . . . 
·- · ..... • ... ··· : 
. . ' 
HARRISON PRICE COMPANY 
BRIEFING BOOK AND BACKGROUND 
DATA FOR REGIONAL ATTRACTIONS 
AND CHILDREN'S PARKS 
Prepared for: 
MCA Recreation Services Group 
July 3, 1991 
Prepared by: 
Harrison Price Company 
970 West 190th Street, Ste. 580 
Torrance, California 90502 
(213) 715-6654 . 
FAX (213) 715-6957 
REGIONAL ATTRACTIONS 
·-:•. 
:\i ~j 
ESTIMATED MARKET SIZE OF CITIES WITH 
AND WITHOUT MAJOR PARKS 
(Millions) 
Resident Tourist Total 
City Market Market Market 
Cities Bypassed in 
Major Park Development: 
New York/New Jersey 17.8 17.1 34.9 
Washington, D.C. 6.5 20.2 26.7 
Boston 6.9 6.0 12.9 
Denver 2.2 8.5 10.7 
Vancouver, B.C. 2.5 5.9 8.4 
Detroit 4.6 3.5 8.1 
Seattle 2.6 4.8 7.4 
Milwaukee 2.2 5.0 7.2 
Indianapolis 1.9 3.4 5.3 
Birmingham 1.1 2.8 3.9 
Selected Cities with 
Major Parks: 
Houston (Astroland) 4.3 8.8 13.1 
Minneapolis (Valley Fair) 2.3 9.2 11.5 
Pittsburgh (Kennywood) 3.1 7.0 10.1 
Nashville (Opryland) 1.4 6.0 7.4 
Cleveland (Geauga Lake) 2.8 3.3 6.1 
Source: Harrison Price Company. 
~ 
Rank 
1 
4 
5 
6 
7 
8 
16 
18 
24 
26 
27 
33 
35 
37 
56 
58 
INDEX OF BUYING POWER FOR 
BYPASSED METRO AREAS 1/ 
New York, Newark, Suffolk, 6.5978 
Bergen, Passaic 
Washington/Baltimore 2.9819 
Philadelphia 2.1421 
Basta n/Lawre nee 
Salem/Lowell/Brockton 1.8768 
Detroit 1.8386 
Miami/Ft. Lauderdale/ 
Hollywood/Hialeah/Pompano 1.3574 
Seattle 0.9135 
Phoenix 0.8736 
Denver 0.7234 
Sacramento 0.6271 
Milwaukee 0.6127 
Indianapolis 0.5299 
Portland 0.5203 
New Orleans 0.4802 
Oklahoma City 0.3662 
Birmingham 0.3465 
Index 
100 
45 
32 
28 
28 
21 
14 
13 
11 
10 
9 
8 
8 
7 
6 
5 
1 I Los Angeles/Orange County is second at 5.0202, index 
76 against New York/New Jersey. 
Source: Harrison Price Company. 
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SUMMARY TABLE 
Penetration Rate 
9 12 15 18 
.. Attendance 
~·.~ New York/New Jersey 3,141,000 4,188,000 5,235,000 6,282,000 ~~ 
Washington, D.C. 2,403,000 3,204,000 4,005,000 4,806,000 
Boston 1 '161 ,000 1,548,000 1,935,000 2,322,000 
Denver 963,000 1,284,000 1,605,000 1,926,000 
Vancouver, B.C. 756,000 1,008,000 1,260,000 1,512,000 
Detroit 729,000 972,000 1,215,000 1,458,000 
Seattle 666,000 888,000 1,110,000 1,332,000 
Milwaukee 648,000 864,000 . 1,080,000 1,296,000 
Indianapolis 477,000 636,000 795,000 954,000 
Birmingham 351,000 468,000 585,000 702,000 
Acres Required in Park 
New York/New Jersey 62 83 103 124 
Washington, D.C. 34 46 57 68 
Boston 23 31 38 46 
Denver 17 22 28 33 
Vancouver, B.C. 15 20 25 30 
Detroit 14 19 24 29 
Seattle 13 18 22 26 
~ Milwaukee 13 17 21 26 
>,a, Indianapolis 9 13 16 19 j~! 
Birmingham 5 7 8 10 
Cost Range From $3,200 
to $5,200M Per Unit of Capita 
New York/New Jersey 111.2-180.7 148.2- 240.9 185.3- 301.1 222.3 - 361 .3 
Washington, D.C. 61.2-99.5 81 .6- 132.7 1 02.1 - 165.8 122.5 - 199.0 
Boston 41.1-66.8 54.8-89.0 68.5 -111.3 82.2 -133.6 
Denver 30.0-48.7 40.0-65.0 50.0-81.2 60.0-97.5 
Vancouver, B.C. 26.8-43.5 35.7-58.0 44.6-72.5 53.5-87.0 
Detroit 25.8-41.9 34.4-55.9 43.0 - 69.9 51 .6-83.9 
Seattle 23.6-38.3 31.4- 51.1 39.3-63.8 47.1 - 76.6 
Milwaukee 22.9-37.3 30.6-49.7 38.2-62.1 45.9-74.5 
Indianapolis 16.9-27.4 22.5-36.6 28.1 -45.7 33.8-54.9 
Birmingham 8.9- 14.5 11.9- 19.4 14.9-24.2 17.9-29.1 
Revenue Range (millions) From $15 to 
$30 Per Capita Expenditure 
New York/New Jersey 47.1 - 94.2 62.8- 125.6 78.5- 157.0 94.2-188.5 
Washington, D.C. 36.0- 72.1 48.1 -96.1 60.1 - 120.1 72.1 - 144.2 
Boston 17.4-34.8 23.2-46.4 29.0-58.0 34.8-69.7 
Denver 14.4- 28.9 19.3-38.5 24.1 -48.1 28.9-57.8 
Vancouver, B.C. 11.3- 22.7 15.1-30.2 18.9-37.8 22.7-45.4 
Detroit 10.9- 21.9 14.6-29.2 18.2-36.4 21.9-43.7 
.; Seattle 10.0-20.0 13.3-26.6 16.6-33.3 20.0-40.0 ;-. 
Milwaukee 9.7- 19.4 13.0-25.9 16.2-32.4 19.4-38.9 
Indianapolis 7.2- 14.3 9.5-19.1 11.9- 23.9 14.3-28.6 
Birmingham 5.3 -10.5 7.0-14.0 8.8- 17.5 10.5- 21 .1 
Supportable Investment For the 
$15 to $30 Per Capita Range (millions) 
New York/New Jersey 94.2-188.5 125.6 - 251.3 157.0 - 313.9 188.5 - 376.9 
Washington, D.C. 72.1 -144.2 96.1 - 192.2 120.1 - 240.3 144.2 - 288.4 
Boston 34.8-69.7 46.4-92.9 58.0-116.1 69.7- 139.3 
Denver 28.9- 57.8 38.5-77.0 48.1 -96.3 57.8-115.6 
Vancouver, B.C. 22.7-45.4 30.2-60.5 37.8- 75.6 45.4-90.7 
Detroit 21.9-43.7 29.2-58.3 36.4-72.9 43.7- 87.5 
Seattle 20.0 - 40.0 26.6-53.3 33.3-66.6 40.0- 79.9 
Milwaukee 19.4 - 38.9 25.9-51.8 32.4-64.8 38.9-77.8 
Indianapolis 14.3- 28.6 19.1-38.2 23.8-47.7 28.6- 57.2 
Birmingham 10.5 - 21.1 14.0-28.1 17.5-35.1 21.1 -42.1 
Source: Harrison Price Company. 
0:.: 
:.~: 
Interim Conclusions for Regional Parks 
• Many major markets have be-en bypassed in the field of major attraction 
development. 
• These bypassed markets range from very large and important (NY/NJ and 
Washington, D.C.) to those that are regional in scope and scale (4 to 13 million 
total market size). 
• 
• 
There is a valid opportunity to develop appropriate attraction venues for these 
markets with goals ranging as follows: 
Major Regional 
Market Market 
Market penetration (Ofc>) 12- 15 12-20 
Attendance (millions) 2.0- 4.2 0.7- 1.6 
Cost Range ($millions) 125- 250 40 - 115 
By passed cities to be considered include: 
1. New York/New Je'rsey 9. Denver 
2. Washington, D.C./Baltimore 10. Sacramento 
3. Philadelphia 11. Milwaukee 
4. Greater Boston 12. Indianapolis 
5. Detroit 13. Portland 
6. Miami/Ft. Lauderdale 14. New Orleans 
7. Seattle 15. Oklahoma City 
8. Phoenix 16. Birmingham, Alabama 
BACKGROUND INFORMATION FOR CHILDREN'S PARKS AT 
UNIVERSAL CITY & ORLANDO 
DEMOGRAPHIC TRENDS: 1980-90-95 
% % % 
AGE: 0 - 5 19510944 8.6 21892528 8.8 21408672 8.3 
6 - 13 27996608 12.4 28411344 il.4 29923536 11.6 
14 - 17 16247405 7.2 13180201 5.3 14303733 5.5 
18 20 13090603 5.8 11073093 4.5 9986701 3.9 
21 - 24 16931600 7.5 14685332 5.9 1393-0277 5.4 
25 - 34 37081824 l6.4 43407184 17.5 40436256 15.7 
35 - 44 25634704 ll.3 37557888 15.1 41987600 16.3 
45 - 54 22799776 10.1 25277840 10.2 31037856 12.0 
55 - 64 21702864 9 .. 6 21244160 8.6 21192128 8.2 
65 + 25549424 11.3 31470400 12.7 33659264 13.1 
Median .l\ge 30 .. 0 33.0 34 .. 7 
United States 6 - 12 age bracket population percent= (11.6o/o) x (7/8) = 10.1°/0 
Source: l980 Census, Apr. 1,1990 US Census & UDS Est. 
~ ~ 
GROUP SIZE 
DISNEYLAND MAGIC KINGOC'ti 
1 1% 2% 
2 25 22 
3 18 17 
4 25 26 
5 13 14 
6 OR MORE 18 19 
100% 100% 
AVERAGE 3.9 
Conclusion: 
The Tourist markets in Florida and California have at least an average percentage in 
the age group 6 - 12 equivalent or greater than the national average of 1 0.1 o/o. 
VISITOR INFORMATION 
In 1 QSN _ ~~~mated 13.3 million visitors to Metro Orlando each spent an average of $73 per day. Typically, they came in 
ai)aify <.f-2.6-' pe~ons and stayed 4. 7 nights. Collectively, they spent $4.6 billion in Central Florida. 
State and Local Estimates 
_·:··-·- ::;i :§_s6c;:;:,: m:~:~m:::::::~::m:m~:::::~:~:::::m$7l~§W;~~:::m:t~~tm~:~:~:~ m::m::::I:@::::::::$,~~1:1# :r~=rr::::: 
1985 28,850,424 6,925,101 
_,::_:-m::=::::t:9sg,::::::::::=::=·::=···=··  _ ::::::::::::::I:::~l!:~zg!:~!~4I::=:: ............. _ .. ·::IIII:::~~~~$.l;§.~§ 
1987 34,067,~35 8,949,539 
::,:;:~:li!l! :2&~:Ii:i:~~;::~:~b:· ·_:_:_:_:_:_._.J!mi:?9~7?$~$§.4!i!Iii::::::;:,:;:::::;:,:::~:::IIIi:;:;:::;g&}g~~§9lL:~:~t:~~::;:~ 
. 1989 38 712 303 13 269 156 m::=:ili!ili::j:99o!Ii!!li!!i:!ili'i:':;:Ii!~:i!Ii:i:I::=:;4.u&-idJ!$.$.~il!il:ii!::Ili::il::;;;:;:Ili!i!II!iiliiitS.~~ool®.~iii::I:I::: 
1991(est.) 41,015,100 13,871,333 
(Source: Florida Division of Tourism 904/488-4952, 0/0CCVB 407 /363-5800) 
Top Ten Origins of Domestic Visitors to Florida 
Air Auto 
1989 1990 1989"" 1990 
1 NY 14.6 NY 15.4 1 GA 5.2 GA 15.0 
!!Ii!!:!!!it:&.tiiii~giii!:II!'!::=nm=ti:ilB.ifi!!IjnWIIt=:::IImit=::m:Ii::::=it:i:tit::m!Ii!ilitMi!Iii!:i:i::I:i:i- j:)j!ji!i!jini!Iij:):):j{!i6J!EI!IIi!Ii~!Ii:liiaii:'I!=m:i::l£4IIIII!IWtmm: 
(Source: Florida Division of Tourism) 
*With the exception of 1987 Air Visitors, Orange/Osceola counties were the leading choices among Florida destinations in all periods. 
JAPAN 34ft 
AUSTRALIA 1"1. 
Origins of International Visitors to Orlando* 
OTHER 5"1. 
C AMERICA 6"1. 
FLORIDA 
(3.4 Million) 
GERMANY 74ft 
OTHER 7"1. 
C AMERICA 3"1. 
S AMERICA 15"1. 
ORLANDO 
(1.9 Million) 
(Source: United States Travel and Tourism Administration 1989 fu-flight survey 202/377-0137; CIC Research, fuc.) 
*Based on scheduled flights 
1 
Name/Location 
Free Standing 
Castle Amusement Park! 
Riverside, CA 
Idlewild Park/Ligonier, PA 
Story Land/Glen, NH 
Legoland/Denmark 
Flinstones Bedrock City/BC, 
Canada 
Sesame Place/Langhorne, PA 
DESCRIPTION OF SELECTED CHILDREN PARKS 
Brief Description 
Castle Amusement Park opened its doors with 
an arcade and four minature golf courses in 
April, 1976. A Ride Park was added in 1985 with 
one of the oldest Carousels. 
This park has seven different theme areas 
which include: 1) Mister Rogers' Neighborhood 
of Make-Believe; 2) Jumpin Jungle (where kids 
can climb, crawl, jump, and swing); 3) Story Book 
Forest (a fantasy land of Storybook characters 
such as Old Lady in the Shoe, Rageddy Ann and 
Andy, and more); 4) Racoon Lagoon (8 acres of a 
kiddie area). Attractions include an athletic field, 
arcade, costumed characters, free parking, 
gift shop, minature golf, participatory activities, 
picnic grounds, roller coaster, shooting gallery, 
stage shows, swimming pool, and waterslide. 
Story Land is a childen's theme park located 
in New Hampshire's White Mountains. This 
park caters primarily to families with children 
ages 2-13. With Mother Goose and Cinderella 
children can visit other lands and turn of the 
century themes. Attractions include costumed 
characters, free parking, gift shop, participatory 
activities, petting zoo, picnic grounds, roller 
coaster, shooting gallery, and stage shows. 
The area of this theme park is covered with 
LEGO brick replicas of monuments, well-known 
bu.ildings, castles, villages, trains, ships and 
much more. 
This park is completely themed to the Stone Age. 
Attractions include costumed characters, free 
parking, gift shop, minature golf, participatory 
activities, picnic grounds, stage shows, dinosaur 
climb-ons, and childrens playground. 
A unique play park for families with children 
ages 3-13 that offers water activities, science 
exhibits, computer games, live entertainment. 
Attractions include animal shows, arcade 
costumed characters, gift shop, participatory 
activities, picnic grounds, stage shows, wading 
pool, and waterslide. 
Rides and Games Inventory 
29 rides and 400 arcade games 
Recorded message claims that they offer 
more childen's rides than Disneyland. 
16 major mechanical rides; 13 kiddie rides; 
7 water-oriented rides; 15 games; 
refreshment stands; and two restaurants 
7 major mechanical rides; 4 kiddie rides; 
4 water-oriented rides; 3 games; and 7 
refreshment stands 
Approximately 16 different activities that 
include: a safari ride, train, miniboats, ferris 
wheel, and pony rides. 
1 major mechanical ride; 4 kiddie rides; 
2 water-oriented rides; and 1 game 
30 outdoor elements, 9 water-oriented rides, 
15 arcades, 9 refreshment carts, and 3 
restaurants. 
Within an Existing Park 
Hanna-Barbera Land/Kings 
Island, OH (part of Kings Island) 
Hanna-Barbera Land/Richmond, 
VA (part of Kings Dominion) 
Hanna-Barbera Land and 
Smurf Island/Charlotte, NC 
(part of Carrowinds) 
Cap'n Kid's World/Orlando, FL 
(part of Sea World) 
Bugs Bunny World/Valencia, 
CA (part of Magic Mountain) 
Camp Snoopy/Buena Park, CA 
(part of Knott's Berry Farm) 
Pandamoniurn/Kansas City, MO 
{part of World of Fun) 
Whale-Of-A-lime-World-Playground 
Vallejo, CA (part of Marine World 
Africa) 
Hanna-Barbera Land got a new look in 1990 with 
the addition of five new children's rides, additional 
Hanna-Barbera characters, and new games. 
Hanna-Barbera Land: A place for kids and their 
families. 
Smurf Island: This wooded island in the center 
of Carowinds is based on a Smurf theme. 
A nautically-themed play area. 
· An area themed around the Looney Tunes 
characters. 
A children's area themed around the Peanuts 
characters. 
This section of the park is filled with pint-sized 
adventures. 
A play area for children ages 3-12, not exceeding 
90 pounds. In 1989 "Ufe-Size Blue Whale Play 
Area" actually set inside a full-size replica 
of a whale. · 
Part of a Mix Excluding Amusement Parks 
Camp Snoopy/Bloomington, MN 
(part of Mall of America) 
Source: Harrison Price Company. 
A $70 million development within the Mall of 
American -- scheduled to open in 1992. 
Hanna Barbera Land offers over 20 rides 
and attractions. Rides include a pint-sized 
swinging ship; a minature drive course: a 
grand prix race ride and Yogi's Club boat 
ride. 
Hanna Barbera Land: 9 rides 
Smurf Island: Includes a participatory play 
area featuring rope climbs, two ball-crawls, 
hilly exploring trails, slides, and a hidden 
Smurf village. 
This area includes a 55-foot pirates Funship 
with water cannons, rigging nets for climbing, 
a water traverse and a ball crawl. 
13 kiddie rides such as Wile E.Coyote 
Coaster, Tweety Bird Cages and Daffy 
Duners 
1 walk through and 12 kiddie rides and 
attractions. 
· 14 kiddie rides 
14 play elements which include: Punch Bag 
Forest, Snake Tube Crawl, Together Toys, 
Cave Crawl, Ball Crawl, Air Fountain, 
Slab Slide, Tower Tunnel Net Climb, Foam 
16 rides and attractions that range from a 
state-of-the-art roller coaster to a grand 
carousel. "Rides have been designed to 
appeal to young children, adults with 
children and those looking for more of a 
high energy experience. Rides will include 
a water flume, a chair swing and a children's 
Ferris Wheel." 
· .. 
¥ 
ADMISSION AND OPERATING SCHEDULE OF SELECTED 
CHILDREN PARKS 
Name/Location 
Free Standing 
Castle Amusement Park! 
Riverside, CA 
Idlewild Park/Ligonier, PA 
Story Land/Glen, NH 
Legoland/Denmark 
Flinstones Bedrock City/BC, 
Canada 
Sesame Place/Langhorne, PA 
Within an Existing Park 21 · 
Hanna-Barbara Land/Kings 
Island, OH {part of Kings Island) 
Hanna-Barbara Land/Richmond 
VA (part of Kings Dominion) 
Hanna-Barbara Land/Charlotte, 
NC (part of Carrowinds) 
Admission Prices 
1/ No admission fee. Golf: adults $4.50 
and children $3.50. Arcade: 4 coupons 
for $1.00. Ride Park: book of 22 tickets 
for $8; book of 50 tickets for $15; or book 
book of 1 00 tickets for $24. 
Pay-one-price of $11; Seniors {55 
and older) $6; Children {2 and under) Free 
Pay-one-price of $12; Childen {under 
4) Free. Season Passes: $30 each {good 
all day Friday-Sunday, and after 3 pm 
Monday- Thursday). 
na 
Adults $8; Children {3-12) $7.50; Seniors 
{65 and over) $7.50. 
Adults $14595; Children {3-15) $17.95 
Adults {7-60) $20.95; Children (3-6) 
$10.45; Seniors {59 and over) $10.95 
Adults {7 and up) $21.95; Children {3-6) 
$13.95; Seniors $13.95 
Adults {7 and up) $19.95; Children {4-6) 
$9.95; Seniors $9.95 
Hours of Operating 
Winter Hours: Minature Golf and 
Arcade is open Daily 1 0 am to 
10 pm, Friday and Saturday 
to midnight; Ride Park is open 
Friday 6pm to 11 pm; Saturday 
Noon to 11 pm; Sunday Noon 
to 8 pm. Summer Hours: 
Miniature Golf and Arcade is 
open Daily 10 am to 10 pm; 
Friday and Saturday to midnight; 
Ride Park is open Tuesday 
through Friday at 6 pm, Noon on 
Saturday and Sunday. 
Pre-Season Weekends: 5/12-20. 
Daily Season: 6/2-8/26. Post 
Season Weekends: 9/3-5/12. 
Daily Season: 6/17-9/3. Post 
Season Weekends: 9/8-6/15. 
Daily 1 0 am to 8 pm from late 
April to mid-September and 
weekends only through October 16. 
Pre-Season Weekends: 5/12-6/17. 
Daily Season: 6/17-9/3. 
Daily Season 5/5-9/9. Post-Season 
Weekends: 9/15-1 017. 
Pre-Season Weekends: 4114-5/20. 
Daily Season: 5/25-9/3. Post 
Season Weekends: 9/8-10/14. 
na 
Pre-Season Weekends: 3/17-6/3. 
Daily Season: 3/4-8/26. Post 
Season Weekends: 8/18-10/7. 
·., 
Cap'n Kids World/Orlando, FL 
(part of Sea World) 
Bugs Bunny World/Valencia, 
CA (part of Magic Mountain) 
Camp Snoopy/Buena Park, CA 
(part of Knott's Berry Farm) 
Pandamonium!Kansas City, 
MO (part of World of Fun} 
Adults (9 and up) $26.95; Children (3-9) 
$22 .9~; Seniors $22.95 
Adults $24; Children (48" or below) $14; 
· Senior $16 
Adults $21.95; Children (3-11) $9.95; 
Seniors $14.95 
Adults $18.00+tax; Children (4-11) $14.95 
Senior $14.95 
• 1 I During the Summer special discounts are given to anyone who can 
show a report card with good grades. 
21 Admission to the children section is included in the overall fee to the park. 
~ na means not available. 
~ 
Source: Harrison Price Company. 
Daily Season: 5/19-9/9 
Pre-Season Weekends: 1/1-5/20. 
Daily Season: 5/25-9/3. Post 
Season Weekends: 9/8-12/31. 
Year-round 
Pre-Season Weekends: 3/31 
through Spring. Daily Season: 
5/26- 8/26. Post-Season Weekends: 
8/1-10/28. 
,.-.: .. · 
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·~ 
SELECTED CHILDREN'S PARKS ANNUAL ATTENDANCE 
Name/Location 
Free Standing 
Castle Amusement Park! 
Riverside, CA 
Idlewild Park/Ligonier, PA 
Story Land/Glen, NH 
Legoland/Denmark 1/ 
Flinstones Bedrock City/BC, 
Canada 
Sesame Place/Langhorne, PA 
Within an Existing Park 
Hanna-Barbera Land/Kings 
Island, OH (part of Kings Island) 
Hanna-Barbera Land/Richmond, 
VA (part of Kings Dominio'n) 
Hanna-Barbera Land and 
Smurf Island/Charlotte, NC 
(part of Carrowinds) 
Cap'n Kid's World/Orlando, FL 
(part of Sea World) 
Bugs Bunny WorldNalencia, 
CA (part of Magic Mountain) 
Camp Snoopy/Buena Park, CA 
(part of Knott's Berry Farm) 
Pandamonium/Kansas City, MO 
(part of World of Fun) 
Part of a Mix Excluding 
Amusement Parks 
Camp Snoopy/Bloomington, MN 
(part of Mall of America) 
Annual 
Attendance 
600,000 
100,000- 500,000 
100,000- 500,000 
1,000,000 
100,000 - 500,000 
700,000 
700,000 
na 
na 
na 
na 
4,522,833 guest rides 
1,495,729 guest rides 
2,700,000 proposed 
1 I A 1985 Los Angeles Times article says that 6 out of 1 0 visitors are from 
abroad and that less than 1/3 of all visitors are children. 
na means not available. 
Source: Harrison Price Company. 
ATTENDANCE COMPARSIONS BETWEEN THE 
CHILDREN'S SECTION AND THE TOTAL PARK 
;'~:· 
-~~· 
I~ 
Attendance 
Expressed 
Childrens Total as Percent 
Section Attendance 
(000) (millions) of Total Park 
Within an Existing Park 
Hanna-Barbera Land/ 640 3.2 20% 
Kings Island, OH (part of Kings Island) 
Hanna-Barbera Land/Richmond, VA 
(part of Kings Dominion) 
Hanna-Barbera Land and Smurf 
·~·· 
Island /Charlotte, NC (part of 
~ Carrowinds) 
Cap'n Kids World/Orlando, FL (part 570 3.8 15 
of Sea World) 
Bugs Bunny WorldNalencia, CA . 
(part of Magic Mountain) 
Camp Snoopy/Buena Park (part of 4,523 guest rides 33,115 14%1/ 
Knott's Berry Farm) 
Pandamonium/Kansas City, MO (part of 1 ,496 guest rides 13,000 1 ~/o of total guest rides 
World of Fun) 
Part of a Mix Excluding 
Amusement Parks 
Camp SnoQpy/Bioomington, MN 2, 700 proposed 27,000 1 0% of total Mall attendance 
(part of Mall of America) 
~ 1/ 85 to 90 percent of total park attendance will actually walk through Camp Snoopy 
~ .. 
Source: Harrison Price Company. 
SIZE OF SELECTED CHILDREN'S PARKS 
Size 
... Name/Location (acres) -~ 
Free Standing 
Castle Amusement Park/ 25 1/ 
Riverside, CA 
Idlewild Park/Ligonier, PA 410 1/ 
Story Land/Glen, NH 20 1/ 
Legoland/Denmark 24 1/ 
Flinstones Bedrock City/BC, 9 
Canada 
Sesame Place/Langhorne, PA 7.8 
'?' I' 
.... ~- Within an Existing Park 
Hanna-Barbera Land/Kings na 
Island, OH (part of Kings Island) 
Han na-Barbera Land/Richmond, na 
VA (part of Kings Dominion) 
Hanna-Barbera Land and 1.5 & 1.3 
Smurf Island/Charlotte, NC respectively 
(part of Carrowinds) 
Cap'n Kid's World/Orlando, FL 2 
(part of Sea World) 
Bugs Bunny World/Valencia, 6 
CA (part of Magic Mountain) 
Camp Snoopy/Buena Park, CA 5.5 
Pandamonium/Kansas City, MO na 
~. (part of World of Fun) 
;::~ 
Part of a Mix Excluding 
Amusement Parks 
Camp Snoopy/Bloomington, MN 7 
(part of Mall of America) 
1/ Quoted "facility size". 
na means not available. 
Source: International Association of Amusement Parks and Attractions 
and Harrison Price Company. 
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FIELD NOTES 
LEGOLAND: A 1988 Los Angeles Times article re. Legoland says that six out 
of ten visitors are from out of Denmark and less than a third of all visitors are 
children. 
SESAME PLACE: An earlier study reported, "The park was widely accepted 
by adults even though it was designed and intended for children. An analysis of 
attendance by age group shows: 
Age Group 
1 through 13 
14 through 21 
22 and over 
Percent of Total 
Attendance 
52o/o 
> 1 
_.4..8._ I 
1 00°/o 
Because of this response, attractions not originally intended for adults were 
opened and additional adult-oriented attractions have been developed." 
CAP'N KIDS WORLD: Quoting a recent conversation with Frank Powell, 
"Cap'n Kids World never brought one additional visitor to the park". This area is 
basically a Me Millen playground (balls, crawl, climb, etc.). Liability insurance 
problems caused some elements to be taken out. No food or merchandise is 
allowed in this area. No extra Gate Or Fees are charges. The park generates 
65¢ per head in an adjacent arcade plus an additional 5¢ on remote control 
boats which is equal to about $3.0 million gross and $1.0 million operating profit 
at Sea World Florida. 
t.; 
~ 
KINGS ISLAND/HANNA BARBERA LAND 
The following list the rides, attractions, and food areas in Hanna Barbera Land at 
Kings Island: 
Ridas and Attractions; , 
Smurfs Enchanted Voyage 
Hanna BarbGra Carousel 
Scrappy'a Slide 
Sunshins Turnpike 
Jelly Bsan Bowl 
Yogi's Jamboree Pl~y Area 
The Beastie 
Boulder Bumpers 
Witch~s Cauldrons 
Flintstones Flyboys 
Pee Wee Raceway 
Jabber Jaws Tubs 
Mr. Jink's Jalopies 
Woodlands Amphitheater 
Food! 
Cotton Cllndy 
Quick Draw's Cafe 
Bamm Bamm'e Bon Bone 
Smurf Goodies 
Brief 
Description 
Approximate 
Hourly 
Capacity 
Dark ride/Arrow turntable 2000 
~!ade in-house 
Old slidG on a carpet 
· Kiddie antique cars 
Ball crawl 
Playgr_ound 
. The Beast for kids 
·Kiddie dodgems 
TGa cup ride 
Helicoptar ride 
Kiddie crank cars 
Kiddie .tumble bugs 
Htunpton circular ride 
Puppet show, fixed 
a E~a ting 1 a.dul te /kids 
2 windows 
300 
900 
350 
100 - 150 
300 
650 
150 - 175 
650 
300 
150 
200 
150 - 200 
100 EGr show 
6,325 
150 
Hot dog~/popcorn/drinke 175 - 200 
Hot dogs/drinks/icees 
Ice cream 
175 - 200 
150 - 200 
I = 7,175 
CAMP SNOOPY 
/.:"' 
~-. 
·-
Knott's Experience 
Operating Parameters: 
Snoopy Attendance = 14o/o X 3.45M = 483K 
Snoopy on-site capacity = 2,200 
At Knott's, weekend day = 22o/o of week 
Peak month at Knott's = 
4.431_ 
5.00 
Calculation at Camp Snoopy: 
= 15. 7o/o of year 
Annual Attendance at = (On-site capacity} X {#weeks in month) X Design Day Atten. 
Camp Snoopy (Weekend 0/o) X (Pk. Month %) On-site Capacity 
On-site Capacity 
Design Day Atten. 
On-site Capacity 
Design Day Atten. 
= 2.200 X 4.43 
(0.22) X (0.157) X ( 483,000 ) 
= .0.59 
This is equivalent to a 4 hour plus stay. 
5 week data at Knott's adjusted to 4.43 weeks in August. 
Conclusion: 
The Captain Kidd attractions in San Diego and Florida act as additional 
capacity within the parks. They increase overall hourly capacity but not 
attendance. 
Unlike Captain Kidd, the larger program at Camp Snoopy generates a visit 
which is essentially a specific visit to Camp Snoopy (i.e., it is a long stay 
attraction) The business is therefore additive to capacity and attendance. It is 
an additional product for those attending and it is an attendance draw. 
CAMP SNOOPY MISCELLANEOUS INFORMATION 
• Roughly 85-90 percent of total attendance will walk through the Camp 
Snoopy section of the park. 
• Elements of this area include: 
• A buffeteria serving kids food. Kid sized hot dogs and 
hamburgers. The park is themed as a mountain lodge. 
• Animal farm and contact zoo. 
• Animal show with 140-150 seating capacity. 
• Puppet show. 
• 
• 
Computer game room co-sponsored by Apple . 
Rides . 
• Children's play elements. 
• Birthday party room with capacity of 200. This room does a 
lot of business. 
Total ride capacity is 4,016/hour. 
• Camp Snoopy generates 14o/o of ride volume at Knotts' Berry Farm. 
INTERIM CONCLUSIONS 
About Investment Opportunities in 
Regional Parks and Children's Parks 
at Universal City and Universal Studios, Florida 
UNIVERSAL CITVWALK MARKET AREA SUPPORT · 
Los 
.. 5 10 Angeles ~·~ 
Miles Miles County 
(000) (000) (000) 
1989 608.5 2,392.2 8,556.5 
1994 655.9 2,541.8 9,218.5 
Age, Median (years) 35.3 32.9 31.5 
Average Household Income $43,228 $40,236 $41,264 
Median School Years 12.93 12.76 12.66 
Percent 4+ Years College 24.6 21.8 18.5 
1 0.5°/o of 1994 Population 66K 257K 931K 
. ~ (6-12 age group) 
UNIVERSAL CITY VISITATION, 1989 . 
~ Dis-~ Percent count 
Number Inter- Factor 
(000) Local Nat' I. nat' I. (Ofo) 
Tour 5,091 17 54 29 25 
Cineplex 1,895 95 3 2 80 
Amphitheater 675 95 3 2 95 
Restaurants 1,030 40 32 28 25 
Hotels 560 5 90 5 50 
Total 9,251 
PROJECTED VISITATION TO CITVWALK, 1994 (000) 
Existing Universal City Complex 
~· CityWalk 
Rockplex 
Other Retail 
Total 
6-12 age group at 5.8°/o of 13.3M is 
On-site market segment at 33/67 children/adults is 
1 Includes multiple attendances. 
Source: Harrison Price Company. 
9,300 Visitors (1989) 
2,000 
2,000 
13,300 1 
771K 
2,313K 
Est. 
Age No. 
6-12 6-12 
(Ofo) (000) 
7.6 387 
2.0 38 
0.5 3 
7.6 78 
5.0 28 
5.8 534 
Free-Standing Children's Park at Universal City and Orlando 
Universal 
Universal Studios 
Market Support city Florida 
1. Total Market 
Resident Market - 50 Miles (M) 12.7 5.5 
Domestic Visitor Market 20.0 16.0 
Foreign Visitor Market 3.8 __1.:..9. 
Total Market 35.8 23.4 
2. Market Segment 
.. 6-12 age group@ 10.1 o/o 3,616K 2,363K ~ 
1-1, 
l Total market segment @ 33°/o children 10,800K 7,1 OOK 
3. o/o Already On-Site 
Total on-site 13,300K S,OOOK 
o/o in age group 5.8°/o 7.5°/o 
6-12 age group on-site 771K 375K 
Market subset on-site@ 33o/o 6-·12 2,313.K 1, 125K 
o/o of market subset on-site 17.4o/o 22.5o/o 
4. Comparable Market Penetrations 
Total Segment Total Segment 
Legoland 1 ,OOOK out of 6.0M 1.8M 17o/o 56°/o 
Castle Park 600K out of 4.3M 1.3M 14°/o 46°/o 
Sesame Place 700K out of 8.0M 2.4M go;o 29°/o 
5. Attendance Potential 
Percentage penetration 20°/o 20% 
Total market segment 10,800 7,100 
Attendance 2.16M 1.42M 
Percent of total market 6.0°/o 6.1 °/o 
6. 
7. 
~· 
Market Support 
Parameters of the Children's Park 
Attendance 
Per Capita Revenue 
Revenue 
EBDIT 
Allowable Investment 
Peak Month @ 16% 
Peak Week 
Design Day @ 22o/o 
On-Site Crowd @ 60% 
Requires Acres (Excl. Park) 
Required Hourly Capacity 
Cost/Unit of Capacity 
Cost/ Acre of Development 
Conclusions: 
Universal 
city 
2.16M 
$20 
$43.2M 
$8.6M 
$86M 
346K 
78K 
17,100 
10,300 
26 
20,600 
$4,175 
$3.3M 
• A workable model has been demonstrated. 
Universal 
Studios 
Florida 
1.42M 
$20 
$28.4M 
$5.7M 
$57M 
227K 
51K 
11,300 
6,800 
17 
13,600 
$4,191 
$3.4M 
• It has to be good enough to pull tourists in Florida, residents and tourists 
in Southern California. 
• The market is big enough; the risk is in execution and in the high degree 
of general competition in Orlando and Southern California. 
•.  
..... ~ 
Childrens ·Park Within the Park at Universal City and Orlando 
1. Attendance level (M) 
2. Comparable Penetrations 
Kings Island 
Captain Kidd 
Camp Snoopy Buena Park 
Pandamonium KC 
Camp Snoopy Bloomington 
3. Recommended Penetration 
(half of the segment, 5 X 3) 
4. Children's Area Attendance 
5. Other Parameters: 
Rides/Year@ 8 
Ride Cap./Hour: 
20o/o 
15% 
14o/o 
12o/o 
10% 
(750K) X (0.16) X (0.22) X (0.60) X (2) = 
(4.43) 
6. Cost of Development 
@ $4,000/Unit 
Universal 
City 
5.0 
750K 
6.0M 
7,151 
$28.6M 
Universal 
Studios 
Florida 
5.0 
750K 
6.0M 
7,151 
$28.6M 
7. Area Required 
8. 
{750K) X {0.16) X {0.22) X {0.60) = 
(4.43) X (400) 
Cost of Development @ $3.0M/Acre = 
8.9 8.9 
$26.7M $26.7M 
9. Conclusions: 
In this model, the 750K attendance at the proposed children's park, operating 
as a land within the total park, generates 750K in incremental usage by those 
attending some of whom constitute additional attendance. It is additional 
capacity and an additional product for an important segment of the market. It is 
important enough to act as an attendance inducer. At 8 rides per person, it 
could add 6.0 million attractions attendance per year to the existing attendances 
on attractions within the parks. It could add substantially to length of stay. Its 
limitation is that it doesn't necessarily add to the per capita of the park. It is 
merely a capital improvement which will broaden the two attractions and make 
them more competitive. Whether or not it is the right capital improvement will 
depend considerably on the strength of the developed concept. 
Appendix Material: 
Legoland 
··~· 
I~ 
LEGO THEME PARKS: 
Building on Success with Little Plastic Bricks 
I magine a world where nearly every child had a Mickey Mouse doll , but few children (or parents ) had eve r heard of Disney World . To some 
degree, this is the paradox that faces the 
execu!i~~ .. of Legoland, a them~ _ p<lrk that 
is relatively unknown outside of Europe. 
LEGO bricks, on the other hand, are the 
colorful plastic bui lding blocks that nearly 
every youngster (and parent) is very famil-
iar with. Visit any toy store and you will 
likely find that LEGO sets, and Duplo sets 
for younger children, are the standard by 
which other building blocks measure them-
selves. Now, LEGO executives are striv-
ing to make LEGO themed parks as f<mlous 
as the little blocks that inspired them. 
Fifty Years In Ttt_\s 
To tell the story we must go back to the 
e ra o f the Great Depress ion, where Den-
mark was hit hard by the global economic 
downtum . O le Kirk Christiansen. a wood 
c raftsma n with dwindling pros pec ts and 
time on hi s hands, dec ided to supplement 
hi s small carpe ntry business by making 
toys. In 1932, he started making wooden 
toys based on the idea that they should 
cate r to children through their extraordi -
nary gtxxl quality. He made toys that were 
s imple and durable. yet capable of stirring 
a child' s imagination . He called them 
LEGO. a combination of the two Danish 
words for "play well." 
In 1949, Christi<msen added plastic toys 
to his I ine, and in the early fifties his 
son developed the idea of an integrated 
toy-sys te m based on high-quality plastic 
building bricks. 
Afte r some toug h "starting years , the 
new LEGO brick system · showed a 
steady increase in popularity. While the 
new building systems g radually improved 
and deve loped, the remaining old wooden 
a nd plas tic toys \ve re de leted from the 
lin e. Thi s pa ved th e way for th e very 
foc use d prod uc t s trategy the company 
sti II ma inta ins. 
Today the company has marke ting and 
d istributi on companies a ll over the world 
and 111an ulitcturing plan ts in s ix countri es. 
Colmful wooden roys were the first products 
made hy the LEGO company, which was 
fow1lled more than 50 years ago. 
LEGO has positioned itself at the top of the 
toy industry, and is particularly well thought 
of in te rms of product quality, consistency 
and brand image. 
1l1e company has an inspiring, consen-
sus-seeking management -style, and has 
won numerous intemational management, 
design and marketing awards. It remains a . 
purely family -owned operation, now in its 
third generation. Little did Christiansen 
know, back in 1932, that the toys with the 
simple name he created would eventually 
result in a world-renowned trademark, spawn 
amusement parks. and more. 
The LEGO brand has carved an image 
and product awareness niche that riva ls the 
m os t po pul a r ho use ho ld bra nds in the 
W es te rn world . Ove r the yea rs. the 
compa ny has bee n ve ry j udi c io us in 
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tending its LEGO trademark outside 
of its toy sys tems. 
Legoland , the theme park , was the 
company's first step beyond its role 
as strictly a manufacturer of toys. A 
LEGO Dacta division and product 
ran ge was established in 1980, 
to develop and market special 
LEGO sets and curriculum materials 
for schools. A licensing division 
was formed in 1989, to forward the 
company's interest in children's 
apparel. And finally, a new LEGO 
WORLD division was established late 
in 1990, to expand the theme park 
concept. But now we're getting 
ahead of ourselves. 
Toyland in the Hinterland 
Legoland theme park, located 111 
the village ofBillund, opened in 1968, 
and covers some 100,000 square 
meters. Billund is situated near the 
center of Denmark's Jutland penin-
sula, and is noted as the world head-
quarters of LEGO and the home of 
the Grende Sande, a unique, inland, 
white sand dune. 
Legoland is the largest tourist at-
traction in Denmark outside the capi-
continued on page 28 
Toddlers can express their creativity 
with the Duplo sets , made hy LEGO 
for younger children. Below, the 
LEGO bricks that are the foundation 
of the LEGO company today. 
~· 
LEGO from page 27 
tal of Copenhagen. It has more than one 
million full-day visitors in a region where 
the summer is extremely short, and where 
less than a million people live within a 1.5-
.our drive. 
The popularity of the LEGO brand has 
helped the park attract far beyond 
what might be the expected visitor rate, 
considering its rural placement. More than 
50% of visitors come from outside 
Denmark -- mainly Germany and the rest 
of Scandinavia -- and many of them select 
a Danish._ summer holiday based _on the 
chance to spend a day or two in the child-
friendly park. 
The Park 
Legoland was created, in part, to show 
the unique and versatile potential of the 
LEGO idea for all kinds of designs from 
little toys to large sculptures. To make the 
point , the park has used 35 million blocks 
to create spectacular models and sculp-
tures, some of which might be considered 
wonders of the world. The park al so illus-
trates the company 's unusuall y hi gh com-
mitment to quality , considering the LEGO 
sc ulptures must withstand the repeated 
·ummelin g of Denmark 's harsh winters. 
The park is an environment where chil -
dren have fi rst pri ority, and where game 
arcades and wild th rill rides are . at bes t, 
secondary. Denmark is well known for its 
highly developed educational system; and 
so committed is the company to children's 
good mental and physical health that apples 
and carrots are promoted as snacks, rather 
than possibly more lucrative candy bars. 
Legoland is mainly an outdoor park 
with various toy museums, exhibits, 
and a LEGO-owned hotel attached to the 
property. The nucleus of the park is 
"Miniland," a miniature landscape of 
famous castles, cathedrals, villages, har-
bors and railway stations. The entire pano-
rama is constructed of LEGO bricks and set 
amidst a garden landscape with mountains, 
lakes and waterfalls. 
"Legoredo Town" replicates an Ameri-
can Old West mining town right down 
to the Mine Train ride. At the Legoldmine, 
visitors pan for "gold nuggets" that are 
eventually minted into souvenir medal-
lions . A "Timber Ride" roller coaster has 
a uniquely configured log train that carries 
its passengers as if on a log roll. Two of 
the town' s most striking attractions are 
not rides at all. A replica of the monument 
at Mount Ru shmore and a monument 
to Ameri can Indian Chief Sitting Bull 
loom hi gh above Legoredo Town on the 
surrounding mountain . The remake of 
the pres identi al sculptures alone required 
1. 5 milli on LEGO bricks. Restaurants 
and va rious souvenir shops complete the 
therned area_ 
" LEGO Safari" offe rs visitors a ride 
The Legoland theme park is hosed around 
a beautifully landscaped mini-world, h('lt' 
showing a \'iew of Amsterdam . At right . 
"LEGO Safari" offers visitors a ride through 
sculptures of exotic animals brought to life 
with appropriately colored LEGO bricks. 
through sculptures of exotic animal s 
brought to life with appropriateiy 
colored LEGO bricks. "Fabuland Play-
town" is a large activity section for younger 
children with toy-like rides and colorful, 
pint-sized buildings. 
Indoors, the park houses one of the 
world's most impressive collections of 
antique dolls, mechanical toys, and mini-
ature art. Titania's Palace, for instance, is 
a masterful mini-mansion of 18 rooms filled 
with over 3,000 pieces of handmade furni-
ture, paintings, linen, utensils, and books. 
An eccentric British officer built and fur-
nished the palace for his daughter and her 
'friend', the Fairy Queen Titania. 
The Concept Goes International 
Until recently, LEGO management has 
turned down any proposal to duplicate 
Legoland, and company executives con-
tinue to emphasize that Legoland will 
not be exported . But the park's unique 
design and success have prompted many 
requests for international replicas. Now, 
with the establishment of the new LEGO 
WORLD division, the company is looking 
to expand its park concept beyond the 
boundaries of Denmark. 
"We will not copy Legoland park as it 
is, but we will elaborate on a somewhat dif-
ferent theme park concept," says Kjeld 
Kirk Kristiansen, president and third gen-
eration of the family-owned company. "It 
will require cooperation with one or more 
partners, as well as a location close to or in-
tegrated with a larger complementing fa-
cility. With this strategy, we can work with 
a more concentrated LEGO concept and 
find a way which should be more manage-
able for global execution and operation," 
he adds. 
As illustrated, Legoland is mainly an 
outdoor park with various indoor compo-
nents, and an attached hote l. But the new 
divi sion res ponsible for the design and 
executi on of the concept is working on a 
more concentrated theme park without mu -
seums and hote ls_ "We may even make 
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some of the new parks fully indoor 
facilities, if that is the best way to 
fulfill our mission ," says Christian 
Majgaard. head of new business areas. 
"However, the important thing is not 
the .mof," he adds . ' 'We're _s~eking 
the best way to offer the ultimate de-
light of the LEGO idea, while taking 
climate, culture and neighboring proj-
ects into account." 
The new division currently is re-
searching potential geographical mar-
kets for expansion. Selected des ign 
companies also are in the process of 
developing ma-;ter pl<ms and scale model 
proposal s for the ne w g lobal theme 
park idea. 
Carefull_,. Selecting .- \ Par·tner 
Accordin g to a compan y spok es-
man, findin g the ri g ht partne r is as 
important as findin g the ri ght locati on 
for the new project. And th e com -
pan y' s h ig h-qua lit y :tnd e ll i ld rc n- ri rst 
o ricnllltion lllakcs tile t:JSk o r ll nd illg :1 
partner even more challenging. 
is seeking a partner who has the right 
attitude. But that partner should also 
own llUld, buildings or projects in a lo-
cation with facilities that would com-
plement the park. 
''With the quality we intend to put 
into this new concentrated theme park, 
it is difficult to generate a proper return 
on the park investment, unless someone 
brings capital to the project," says 
Majgaard. However, he does foresee 
substlUltial benefits accruing to the part-
ner based upon the presence of a LEGO 
park. One benefit Majgaard envisions 
is the fru11e that will come with bringing 
such a unique project to an area. Other 
anticipated benefits include inc reased 
touri st and shopping business . increased 
hotel and transportation patronage, and 
the increased value of the real estate . 
For LEGO' s par1 in the new park, 
iVlaj gaard says, " We are purs uing a 
foc used strategy. and are inte rested onl y 
' .:~ 
;n the design and operation of the park it-
. .;elf.'' In other words. · LEGO management 
is not interested in becoming a real estate 
or resort developer. 
"If we mea<>ure it by the number of pro-
posals we've received. we certainly do not 
lack choices for ventures and locations," 
says Hans H. Gram. head of project devel-
opment. "But we have decided to concen-
trate on careful research and evaluation 
before we make our choice. After all, the 
right location and partner are 75 % of the 
success," he adds. 
A Theme \Vith Appeal 
"'The design of our new theme p&k will 
follow our most popular toy themes very 
closely," says Kirsten Morkenborg. de-
sign coordinator, "'but there are still innu-
merable ways of exploiting the full poten-
tial of the LEGO idea." 
"We have a lot of inspimtion and expe-
rience from our Legoland theme park and 
from various in-company projects. Many 
of our toy marketing companies have de-
veloped unique LEGO show concepts for 
temporary use in major department stores. 
These shows have added tremendously to 
our know-how in design, and have shown 
us how extremely popular and magnetic 
our brand is when it is designed and ani-
mated for visitor attractions." Morken-
borg adds. 
LEGO 's Australian division is report-
edly ·-·already undertaking a - design 
project for an indoor LEGO theme 
park. Current thoughts are for a park inte-
grated into a shopping and entertainment 
mega complex. 
"With a successfu l, mainly outdoor 
Legoland theme park at the one extreme. 
and a very promising indoor design project 
at the other, we know that our theme park 
concept can work under many different 
conditions," says Majgaard. This supports 
his belief in a global potential, where cli-
mate and culture are taken into account. 
"But since we will feature only existing 
LEGO toy concepts in the new park . and 
since it will not include toy museums or 
hotels, our global concept is expected to 
cover a smaller area than Legoland; and it 
will have to depend less on weather condi -
tions.'' M<ljgaard adds. 
According to Morkenborg. some clc -
ments of the original LEGO theme park are 
mandatory. The new facility. large or 
smalL will contain: 
• A DUPLO section for very young 
children, staffed with child-care-educated 
people in a safe. friendly atmosphere. 
• A House Of Fantasy. or "'one million 
bricks room," where children of all ages 
can build their wildest creations without 
running shon of bricks ·or space. 
• A life-size LEGO C~l<>tle. with a thrill -
ing but child-appealing dark ride inside. 
• A LEGO Pirate Ship, a copy of one of 
LEGO's hottest roy products. It will be 
situated on a small lake and offer interac-
tive pirate attractions. 
• A space themed LEGO Space Rocket 
built of LEGO bricks ;mel including a dark 
ride trip to outer space. 
• A LEGO Technic experimental show-
room where the b<L<;ic p1inciples of technol-
ogy and science are made accessible and 
entertaining. 
• A LEGO Shop where enthusiasts can 
find all the sets that are available on a 
global scale. including all spare parts for 
the dedicated connoisseur. Children's cloth-
ing and similar LEGO-Iicensed products 
will also be for sale here. 
• A Miniature Landscape with a world 
of castl es. domes, towns and villages. 
Particiration and child/parent intcrac -
tivity al so will be an imponant considera-
tion in the new park. 
.·\ n I nte~r:1tcd !\!:trkcting Approach 
With LEGO marketing <lnd distribution 
comrxu1ics all over the "'orld. the new 1xuk 
Here. u small child mjoys m1 ui1plane ride 
created of giant LECO hlocks. 
\\'iII have <I strong promotional panner tar-
geting households with children. In some 
markets. the company even runs a LEGO 
builder's club where members are offered 
a special .. members lounge" as an inte-
grated pan or the facility. A close relation-
ship with LEGO·s rark in Denmark also 
will allo w travel-exhibitions and shows 
from its m<lssive pennanent collection . 
LEGO themcd shows. temporarily placed 
in major department stores and shop-
ping malls, have been strong promo-
tional vehicles for the company over the 
L1st I 0 yea rs. The shows have demon: 
strated that spectacular LEGO models have 
the power to draw crowds from a wide 
geographica l area. 
Behind the development of the new 
LEGO WORLD is an experienced park 
staff. as well as several design te<.mls in the 
LEGO toy divisions. In order to satisfy the 
annual needs for spectacular models in the 
toy trade ~<; well <.L<; in LegolancL more th<.m 
I CXl people are continuously designing and 
reproducing large models. To an inCI·eas-
ing e\ ten t, many of the models are being 
animated wi th light , sound and movement. 
As it tums out, there seems to be very 
litt le that LEGO building blocks can·t do. 
In this GL\C , those little pl<l';tic bricks may 
be the comcrstonc of a whole new amuse-
ment p~ul concept. 
.//) I lcndason 
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Lego·land Looks Like a Chip Off the Plastic Block 
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TEXT: 
BILLUND~ Den~ark - It was in the quaint Old World Danish port town of 
Korsor that I began to wonder if perhaps MY wife Susan and I had Made a 
l'l i s t {1 J< e .. 
As a concession~ of sorts~ to our 7-year-old son AdaM, who would be 
~ required to endure Many grown-up activities during our two-week visit to 
~ Scandinavia, we had proMised to M~ke a side trip to Legoland. 
The probleM in Korsor was that we had coMMitted a cardinal sin of 
suMMerti~e travel in Scandinavi~. We had not Made a reservation for us and 
o l.tlv c: a ~- on t 11 e f e l- r y • So we we r e . w a :i t.-i n g i 11 a seeM i n g 1 y inter 1"1 i nab l e 1 i n e 
with hundreds of other vehicles under a relentlessly hot l~te-afternoon 
·nanish sun .. 
A five-hour side trip was turning into a nine-hour nightMare, and I was 
turning into an ugly~ iMpatient A~erican. 
If we don't Make the next hourly ferry to Nyborg, · I announced after we 
had Wc.1tchecl th1·ee leave vJithout us~ we., )"e ·tLu-n:i.ng al"ound and g<Jj.ng b~ck trJ 
Copen h •~ 9 en .. A ~• j, t t: u r ned o \.l t 5 we Pl ad e :i. t onto t h e n e x t f e l" )" y .. 
J. f.-· ·took us a r.:-l;;-bs s a beaut i f tll b (J dy of w a tel" known <l s uS to,- e B a e l t " <Big 
Belt>, and three hours later we h~d reached our ulti~ate destination: 
Billund, DenMark. 
To an adult, Billund is a tiny speck on the Map 150 Miles west of 
\ Copenhagen and 170 Miles north of HaMburg, West GerMany. It is a pristine 
town off t t) e b e a ten p d t h i n the peace f u 1 , gent 1 y r o 11 i ng far flll and (.1 f the 
Jutland peninsula, the westernMost region of DenMark. 
To a 7-year-old child who has played with Leges virtually since the day 
as an infant that he learned to grasp s~all objects, Billund is Mecca. It 
is ho~e to Legoland? a theMe park that is Made Mostly of Lego bricks--about 
35 Million of theM~ It also is hoMe to the world headquarters of Lego 
SystePl A-S .. 
LPgor.1-, fO\" tho~><?. not in the palM(0nting or gl-andpar·ent:i.ng btH~ine-~ss, .ctl " {·:~ 
s N i.1 11 ; b 1- i g 11 t 1 y co 1 or ~~ cl , p :t. a s ·t i c , snap ~ .. tog e t h E·~ \" b u i 1 d i n g toys t h a t" a 1- e 
__ l'l a r k e t €· d i n l'i o l" e t h a n l l 0 count 1~ i e ~~ i:H- u u n d t h e w o 1- 1 <.i .. 
In DenMark, where the Lego coMpany was founded in 1932 and the plastic 
brick as it exists today was patented in 1958? they are a national 
o b s ~? s ~; :L on o f so\" t s ~ 
Sets of theM., available for public use free of charge~ are everywhere: 
i n b a n k s ; 1 n h o t P 1 s ~ i n l- e s t a u r a n t s , on fer ,- i ~~ s , i n a i ,- p en- t ~. u 
T h e 1- e i s a ·t· 1 P a s t one Leg o - · f:·~ r'l b l ~71 zoned post i~ g e s t ~11'l p i n De rwt a ,- k .. And , 
according to the coMpany, Lego ~roducts are found in 90% of Danish 
households with children under age 15. 
In Billund--a town with a regional population of abo~t 7,~00 people, 
1 , 250 of wl1 c~t~ ,·H-e L. ego er1 p 1 oye es--t h at p e 1- cent age undo ub ·ted l y J. s h i g her .. 
The first thing I noticed upon arriving here was the arMy of bright 
y e l 1 ow v e h l c 1 e s--ea c h iil d c> r n e rl w j, t· h ~> f:."V e r a 1 1- e d Leg o 1 o g o s ·--b u z z i n g 13 bout on 
business .. 
F u 11 -·sized t r u c k s., p i c k up t 1-u c k -!:1, v a n s, step - v ~ n s., l'i in i - v a n s '~ cars , 
• scooters, golf carts and even forklifts: They were everywhere~ only they 
we l" e l'l u c 11 b :i. g g c.~,~ t h a n t: lH~ ones I ., Pl used to t 1- i p p i n g o v e ,- on t h f2 1 ]. v i n g l" o o 1'\ 
floor. 
Another thing I noticed was AdaM"~s excited deMeanor. The evening before 
we were to v1sit the park he was filled with a level of anticipation 
ustt.:t!J.y ,-e~el"Ved only tor l:hl~~stl'"l{':ls Eve .. He was sr1iling froN e,_:},- to ea1· .. He 
1te all of his dinner 9 even the vegetables. And he went to bed without any 
. ,- e S.i. i s t a n c e .. 
T h f.~ n <~ x t l'l or n in 9 h e rushed · t h 1~ o ~t g h b 1M e a k f <1 s t a n d t tt g g e d ~ t Sue and l'l e 
iMpatiently as we atteMpted to leisurely enjoy havarti cheese, Danish haM 
and several delicious forMs of herring with our rolls and coffeeft Fifteen 
Minutes later, as we p~ssed through the Legoland gates, AdaM was in heaven 
and Sue and I were pleasantly surprised~ 
4~ · - be sure; tJn~-pcn- k., wh.i.ch fil- ~:j.t opened in :l968, is to Lego Syster1 A-S 
what Disneyland and Disney World are to Walt Disney Productions~ a 
publicity lightning rod and a coi~Mercial flagship~ However, Legoland is 
MOre reBsonahly priced and infinitely cozier than the Disney coMplexes~ 
011 e f u J. 1 day i s p 1 en t· y (J f t· i rle t: o see the whole p a 1- I< ., ~~ e found 'I and a 
faMily of four could do it for between $75 and $100, including a Danish 
J. Ll n c: h o l- d i n n e 1- ,. 
" (t.l e t 1M y to b ~? a fa N i l y p ~:t \" k , g i v i n g p 1 f.~ a sur· e a n d f u n to c h i J. c! r en .,. 11 sa i d 
K n u d He d e g a r d , t: h e p a 1- k ' s r'l a n cq;d. n ~J d i r ~ c to 'M . " 0 u1- i n t e n t i rJ n ., o u 1-
exper-:if:~nr.:e., is thai: people will sp<~nd foLn- to five hoLn- s in L~:~go1and .. '1 
L ~?go 1 and i ~:} p t;i 1- t <':1 1'1 use r1 en t p <:1 \" k ,1 w i t h 1- i cl esc; r e ~:~ t ~·:l t.t 1 .. ~ n t ~:; a n d o ·l: h e , .. 
attractions, and part architect~s dreaM, with charMingly de ta iled and 
a l'l a z i n g 1 y a u toN a t <0 d J'l :i. n i i;i t u r <~ ex h t b i ts d {!:.\ p i c t i n g s c <~:· n <~ s f l- o Pl <:1 r q u n <j t h e 
\!JQl-ld .. 
I t · i ~-> t h e r1 :i. n :i. a t : tt , ~ e ~=> c <-.: n c~ s ·-· -.. fJ en (~~ r a 1 1 y b u i 1 t' e1 ·t :l. :: ~~~ 0 s c a 1 c· (:\ n d co r1 P o ~; ; f! d 
"' o s t 1 y o f L P g o b ,- i c I< s ··~ ·- ·t h (·:d : d i s t i n g u j, s. h i t f \- oN o t h e r· t h e PH::· p ,:n· k s w 
To us ? perhap s th e Mo st iMpres s ive of these scene s we r e t wo separate 
r e p 1 i c ~:t ~~ , n n (== o f t h e p o i" t o f Cop f:~ n h <·:·r f i en a n cl t h <·:·~ o t h P ,- o f t h £·~ c a n c} J ~~ o f 
A Pl ~ :> t <·::> r· d a 1'1 ~ 
.·:.~ 
~.: 
·'":. 
In addition to architecturally correct row houses, warehouses, 
shipyards, Model trains~ drawbridges and landscaping, these exhibits 
include working ferries and cargo ships loading~ unloading and traversing 
real water, all autoMated by electronic coMputerized reMote control~ We 
could only Marvel at the precision and detail. 
--An autoMated Scandinavian airport, coMplete with planes taxiing down 
the runways~-ba5ed on tho~e in Copenh~g~n¥ StockholM ~nd Goteborg~ Sweden" 
--Miniature rural scenes froM DenMark, Sweden, Finland, Great Britain, 
the Netherlands~ Norway~s fiords and West GerMany's Rhine River Valleyw 
--Replicas of slices of AMericana: the U.S. Capitol, the Statue of 
, Liberty, Mount RushMore and a MonuMent to Native A~erican chief Sitting 
Bull. 
In a place where three languages--Danish, GerMan and English--were 
4 spoken interchangeably, these exhibits Made an AMerican boy feel a bit More ~ ~t hoNe .. 
(-
--A safari exhibit that includes beautiful, close-to-life-size Models 
of elephants, giraffes~ zebras, MOnkeys, lions, crocodiles and other 
~niNals. 
--Titania's Palace, a dollhouse-like Miniature palace that was the 
passion of British officer Sir Neville Wilkinson before his death in 1948. 
This exhibit, which was purchased and refurbished by Legola0d in the 
late '70s and is really a self-contained MuseuM, features soMe 3,000 
handf'lade itef\1£->~ but not· a single L.ego b\Mick'l so we didn" t spend I'H.tch til'le 
ther·e. 
And~ of course, there are rides. Not abrupt roller coasters~ but in the 
Main gentle rides that seeM to fit into the nurturing Lego philosophy: a 
Mini-boat ride that cruises past replicas of an Egyptian teMple and the 
Acropolis; a very taMe helicopter ride; a train ride through the park; a 
ride to the top of an observation tow~r overlooking the park and Billund, 
~nd Mini-cars that are M~re like real cars than buMper cars and encourage 
responsibility, not recklessness, behind the wheel. A good young driver can 
even earn a Legoland driver's license. 
"FcHM Legoland p.;,\"k,J the t'}~)j . n td(7."d is to be a flag~;hip f<Jl" the Leg<l 
i d e a , .. H <~~de gar d s ~~ i cl .. '' A 11 d y cJ u w i 11 f i n d t h at we leg o p eo p 1 €·~ .:'d .. e a b i t 
l- e 1 i g j , t:) u ~; .. We be 1 i c-? v e :i. n t h ~· Leg o :i. c:f <~<:1 .. 11 
It is an idea that originated in the early 1930s with the coMpany's 
founclf~l .. ., <3 Danj.~; h t'lel ~!) t· el- C dl~Pl~~nte1- , 01<~ !\irk Chri stians <:.~ n" Chl"i~; t i<:lnS(-?n~ 
· ·,host~· fj. r ~~t lin€~ of toy~:; bu:i. J.t· J. n BiJ.1und W(:-:le wnoden~ not plilst: :i. c.1 dE.'ep1)'' 
. / .. p p 1- e c i a t · E.) d t h (~ p o tAle r· o f p J. a y .. 
It T h <·= w o 1~ 1 {.i o t' t ;-~ il:! c: i"i :i. 1 d i s a !:; i n f i n i t f? a s h i ~> i f'l Cl g :i. n a t :i. o n , " h f~ i s s <:"1 J. c! 
t: o 11 a v c-:· ;;~ ;,1 :i. d ~ " ty :1. v e:· ·f: r· 0.' c~ 1- e i n s t <.·:. h i s c 1" e a t i v i t y ., a n d h e ~;,_ h a 1 1 b \.l i 1 d a 
w or 1 d )" :L c ll e r a n d Nor· e i Pl a g i n <':l t :i. v c-2 t h a n a n y <.~ d u 1 t c a 11 c o n c: e i v e ~ " 
f . 
I 
~ His ~otto was "play well" or, in Danish, leg godt, froM wh i ch the Lego 
h corporate naMe was derived" 
I. 
1·. 
( ·.' I .• 
I . . 
[. 
Legoland has been playing well in Northern Europe for years. 
It boasts an average of about 900~~60 visitors annually, Most of theM 
froM DenMark, West herMany, ~weden~ Norway and the United KingdoM. Fewer 
than lU are froM the United States, but if you're in the area, it~s worth a 
s1de tr1p. 
CAPflUN~ 
Photo: Located ~n the town or B11lund, Legoland's ersatz Mount RushMore is 
Made troM l~b ~1ll1on Lege br1cks. 
Photo: These v1s1tors appear to be g1ants in Legoland's popular Miniland. 
Copyright <c> 1990, TiMes Mirror CoMpany 
Appendix Material: 
Sesame Place 
-: 
:::: 
Sesame Place 
This attitude generally prevailed until the summer of 1980 
when a joint-venture of Busch Entertainment Corporation (a 
subsidiary of Anheiser-Busch) and Children's Television 
Workshop (Sesame Street and The Electric Company) opened 
Sesame Place, a six and one half-acre (2.63 ha) play space 
in Philadelphia, Pennsylvanla. 
Sesame Place opened on July 30th, 1980 at a cost ot about $7 
million and was an instant success drawing 200,000 vis.itors 
in its first months of operation and 350,000 customers in 
its 1980 season, which ended on November 16th. This atten-
dance is equivalent to about 745,000 visitors annua-lly . given 
a normal operating season based on the distribution of 
a -ttendance shown below: 
May 15-31 (weekends) 
· June 
July 
August 
September (weekends) 
October (weekends) 
November 1-15 (weekends) 
Estimated Monthly 
Attendance 
(000) (%) 
40 
100 
200 
200 
80 
60 
1 5 
3.7% 
14.7 
29.4 
29.4 
11 . 8 
8.8 
2.2 
745 100.0% 
The text table below shows the estimated distribution of per capita revenue (0/o): 
Admissions 52 
Computers 5 
Food 26 
Merchandise _11 
Total 100.0 
Sesame Place generated an estimated 80o/o of its initial investment in its first full 
season, an unusually high ratio of revenue to investment in an .industry which has 
traditionally considered annual revenues of 65 percent to 70 percent of initial 
investment in the third year of operation a good target objective. 
An interview with Bill Monty, the General Manager of Sesame 
Place, revealed a number of very interesting stacistics and 
insig~ts. Among them: 
1 • 
2. 
3. 
The park was widely accepted by adults even though it 
was designed and intended for children. An analysis of 
attendance by age group shows: 
Age Grou2 Percent of Total Attendance 
1 through 13 52% 
14 through 21 )1 
22 and over 48 
Total 100% 
Because of this response, attractions not origin~lly 
intended for adults were opened to them and additional 
adult-oriented attractions are being included for the 
1981 season. 
The choice and training of staff attendants is of great 
importance in any commercial recreation operation. It 
is of even more critical importance in this type of 
operation and has a direct effect on two elements of 
primary importance to the success of the venture--
acceptance of the park by adults (parents) and safety. 
Female attendants were found to be more successful than 
males, largely because they tend to be more patient. 
Food sales were high, even though approximately 30 
percent of the visitors brought a picnic to the park, a 
very unusual situation in the U.S. 
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DESCRIPTION: 
LOCATION: 
1991 OPERATING 
SCHEDULE: 
"?.? 
For further information contact: 
PHILADELPHIA: Sharla Feldscher, 215/627-0801 
WASHINGTON, D.C.: Lisa Osborne Ross, 
202/659-0330 
NEW YORK: Brett Tucker or Jayne Bloch, 
212/265-9150 
SESAME PLACE 
1991 FACT SHEET 
Sesame Place is a unique play · park for fa-milies 
with children ages 3 - 13 that blends wholesome 
physical play and water activities with 
stimulating science exh{bits; challenging 
computer games; live entertainment featuring the 
"Big Bird & Company" musical revue; Sesame 
Neighborhood, an interactive, full-sized outdoor 
replica of the "Sesame Street" TV show stage 
set; and regular appearances by some of the 
best-loved "Sesame Street" characters including 
Big Bird, Bert, Ernie, Grover, Prairie Dawn, 
Cookie Monster and the Honkers. 
The 7-acre park is located- adjacent to Oxford 
Valley Mall in Lower Bucks County, Pa. Sesame 
Place is a 30-minute drive north of 
Philadelphia, 15 minutes southwest of Trenton, 
N.J., and an hour-and-a-half from New York 
City. (Less than one hour by train from 
New York to the Trenton train station.) 
May 4 - May 24 Daily, 10 a_.m. 5 p.m. 
May 25 - May 27 Daily, 10 a.m. - 8 P.m. 
May 28 - May 31 Daily, 10 a.m. - 5 p.m. 
June 1 June 2 Daily, 10 a.m. 8 p.m. 
June 3 - June 7 Daily, 10 a.m. - 5 p.m. 
June 8 - June 9 Daily, 10 a.m. - 8 p.m. 
June 10 June 14 Daily, 10 a.m. 5 p.m. 
June 15 Sept. 1 Daily, 9 a.m. 8 p.m. 
Sept. 2 - Sept. 4 Daily, 10 a.m. - 5 p.m. 
Sept. 7 - Sept. 9 Daily, 10 a.m. - 5 p.m. 
Sept. 14 - Oct. 6 Weekends only, 
10 a.m. - 5 p.m. 
NOTE: Operating schedule subject to change 
without notice. 
-more-
Sesome Ploce is owned ond operated by Busch Entertainment Corporation. one of the Anheuser-Busch (omooniP.\ 
Add One 
NEW FEATURE: 
SPECIAL EVENTS: 
Sesame Island -- A colorful, Caribbean-themed 
entertainment and play area. The tropical 
attraction features "Big Bird's Rambling River," 
a winding, 1,000-foot inner tube ride that 
parents and children can enjoy together; "Sesame 
Seaport," a bustling wharf-themed area complete 
with a restaurant, gift shop and strolling 
entertainers; the "Good Ship Sesame," a 60-foot 
whimsical replica of a cruise ship where the 
In Tunas, a ·four-part harmony troupe of singers, 
performs; "Ernie's Waterworks," a fun-filled 
maze of colorful pipes, leaping jets and globes 
of water and participatory fountains; "Paradise 
Playhouse," featuring an exotic tropical bird 
revue; "Oscar's. Trash Can Bandstand," where 
children can play authentic steel drums; "Sand 
Castle Beach;" and "Snuffy's Sandbar," · a fruit 
drink stand. 
Mini-Zoo, May 6-10 -- Youngsters can enjoy a 
close encounter with such animals as exotic 
sheep, goats, Chinese pot-bellied pigs, rhea 
chicks and a llama. Trainers will be on hand so 
that preschoolers can learn about these members 
of the animal kingdom firsthand. 
Imagination Days, May 11-19 -- Programs designed 
to spark children's imaginations will be 
featured and include: 
Dancin' with the Honeybees, May 11 --
Beekeeper Cliff Wright will display his 
glass-enclosed observation hive which houses 
5,000 bees. As part of his presentation, 
Wright will turn the entire audience into a 
working hive, teaching children . about the 
balance of life in a bee colony and the 
ecological function of these small creatures. 
Life with Curly Conner, May 12 -- Blind 
singer, songwriter and recording artist Donna 
Weiss combines her songs with a demonstration 
using her black labrador guide dog, Curly. 
Weiss will explain how she uses Curly and her 
imagination to overcome her blindness and 
achieve her goals. 
Extr~! Read All About It!, May 13-14 --Joseph 
Keppel, an enchanting entertainer, encourages 
youngsters to read through his special brand 
of magic. Keppel uses props such as a magic 
table designed to look like a newsstand, 
magazines and newspapers in his magic tricks. 
-more-
Add Two 
SPECIAL EVENTS 
(CONT'D.): 
LIVE ENTERTAINMENT: 
Circles and Starbursts, May 15, 16, 17, 19 --
Mike Weilbacher presents an environmentally 
themed program that incorporates audience 
participation to demonstrate rain, thunder, 
lightning, wind and plant life. 
Teddv Bear Clinic, May 18 -- Presented in 
conjunction with Mercer County Medical Center, 
the "clinic" is designed to help alleviate 
children's fear of medical care by presenting 
a non-threatening encounter. Youngsters can 
bring to the park stuffed animals with 
imaginary illnesses or injuries; and receive 
treatment and a bandage from some of Mercer 
County's health care medical professionals. 
"Big Bird & Company" -- Several productions of 
this lively musical revue feature the lovable 
long-legged Big Bird with appearances by some of 
his best "Sesame Street" friends: Bert, Ernie, 
Grover, Cookie Monster, Prairie Dawn and the 
Honkers. The show is staged several times daily 
in the park's Big Bird Theatre. 
"Sesame Production Company" -- Sesame Production 
Company presents "The Wild Duckie Chase," a 
special effects video adventure which gives 
young audience members an opportunity to join 
some of their "Sesame Street" pals in a search 
for Ernie's famed Rubber Duckie. Led by a 
"Hollywood director," they act in a brief skit 
and, through chromakey technology, can see 
themselves on TV as their image is mixed with a 
prerecorded videotape. 
"Sesame Players" -- On-stage audience 
participation is required in this -creative 
presentation of specially designed interactive 
stories. A cast of actors lead youngsters and 
parents in a variety of 18-minute stories 
including "Beauty and the ?" and "How the 
Princeless Princess Got Her Prince." The show 
is presented several times daily in the Circle 
Theatre. 
"Sesame Place Animal Actors" -- Talented macaws 
and cockatoos sing, talk, impersonate other 
animals and demonstrate amazing athletic and 
acrobatic skills for audiences in the new 
Paradise Playhouse theater. 
Entertainment -- Other park entertainment 
includes strolling street performers in Sesame 
Neighborhood and in the Sesame Seaport area. 
During the summer, the Sesame Brass Band 
performs their upbeat tunes in the front court 
area. 
-more-
.~ 
Add Three 
WATER RIDES AND 
ACTIVITIES: 
SCIENCE/EDUCATIONAL 
EXHIBITS: 
"Big Bird's Rambling River" -- A fun-filled 
water adventure for kids and adults alike. 
Beginning at Sesame Seaport, the colorful 
wharf-themed area, guests float leisurely in 
inner tubes along a 1,000-foot waterway past 
bubbling swirling waters, palm trees with 
tipping coconuts, waterfalls and geysers. 
"Sesame Streak" -- Riders are carried down two 
twisting, turning chutes in either one- or 
two-person tubes, ending their journey in a 
splash pool. The "Streak" is designed for 
parents and young children to experience 
together. 
More Water Rides and Activities -- "Big Slipper" 
features two intertwining body flumes that wind 
down to a splash pool finale. "Runaway Rapids" 
offers a ride down a 350-foot-long churning, 
turning course that simulates a white water 
tubing experience. "Rubber Duckie Rapids" is a 
tamer version of the white water tube ride for 
younger children. "Slippery Slopes" takes 
riders down a slick, 75-foot slide into a splash 
pool. 
"Amazing Mumford's Water Maze" offers a series 
of colorful tubes and nets children can crawl 
through while experiencing a gentle spray of 
water. And for the younger set, "Count's Fount" 
provides wading pools with nets, slides, a 
waterfall and sprays. "Little Bird's Birdbath," 
a pond with cascading water umbrellas, has an 
area where parents can lounge while watching 
their children. "Rubber Duckie Pond" offers 
children under 5 an activity slide in a shallow 
pool. 
Bathing suits are required for all water 
activities. 
Rainbow Room -- Visitors play and perform before 
a screen which captures their movements, 
displaying them in a rainbow of color. 
The Computer Gallery -- Over 50 challenging 
computer games, making up one of the largest 
collections of computer games in the country, 
are housed in a two-level gallery. The games, 
many of which fe~ture "Sesame Street" themes, 
are programmed for use by both beginners and 
computer buffs. 
-more-
Add Four 
SCIENCE/EDUCATIONAL 
EXHIBITS (CONT'D.): 
PLAY AREAS: 
Sesame Studio Science Exhibits -- This indoor 
area presents stimulating educational exhibits 
which introduce children to concepts about 
light, sound and motion. Here, they can also 
play on a replica of the "Sesame Street" stage 
set and see themselves on closed-circuit 
television in this newly expanded area. Sesame 
Production Company shows are also performed in 
this area. 
Shadow Room -- Guests pose against a liquid 
crystal wall · surface as their image is exposed 
to light from a strobe. When guests step away 
from the wall, their shadow remains on the 
surface. 
Pedal Power-- Guests demonstrate the -electrical 
energy generated by riding a bicycle as they 
pedal to light up a neon board. 
Zoetrope -- This interesting device turns 
children's hand-drawn images on narrow strips of 
paper into a moving picture. 
Foot Notes -- A variety of colored lights are 
projected onto the floor. Stepping on a "color" 
signals a device that ~reates a musical tone. 
Create A Puppet Show -- Here, youngsters can use 
their imagination to produce their own puppet 
show. 
Sesame Place also conducts a number of special 
educational programs for children, including 
scout badge programs and field trips. For 
further information on group visits, call 
215/752-4900. 
Outdoor Phvsical Plav Activities -- More than 40 
"kid-powered" play elements are designed for 
energetic participation by children of different 
ages and skill levels and for their parents to 
enjoy with them. 
Popular activities include "Nets and Climbs," 
hundreds of yards of cargo netting connected by 
200 feet of suspended net tunnels; "Cookie 
Mountain," a tall vinyl cone kids can scale; the 
"Count's Ballroom," a sea of 80,000 colorful 
plastic balls on a trampoline surface; "Ernie's 
Bed Bounce," a large, springy air mattress; · and 
"Sesame Slab Slides," featuring slides of 
different grades. 
-more-
Add Five 
PLAY AREAS (CONT'D.): Preschoolers' Play Areas-- Little Bird's Court 
and Big Bird's Court feature play activities 
designed especially for the preschool set. 
Surrounded by others of their own age and skill 
level, young children can venture into a 
crawl-through maze and a modular climb-through 
fort, jump into a mini ball-crawl, and play with 
mix-and-match totem poles, building blocks and . 
activity tables. They can also enjoy "Big 
Bird's Nest," a vinyl sea of foam padding with 
soft blocks, and "Crystal Climb," a clear 
plastic geometric structure for climbing. 
OTHER ATTRACTIONS: Sesame Neighborhood --An outdoor, full-size 
replica of the storefronts and building facades 
found on TV's "Sesame Street"; here, children 
can interact with some of their favorite "Sesame 
Street" characters or costumed entertainers. 
"Hands-on" play with firefighter's gear at 
"Sesame Street Engine House No. 1" or playing an 
auto mechanic at "Oscar the Grouch's Garage" are 
among the other featured activities at Sesame 
Neighborhood. 
Sesame Food Factory -- The Food Factory features 
a glass-enclosed kitchen where visitors can 
observe the careful preparation of good . tasting, 
"good for you" · foods. Specialty snacks and 
lunch or dinner items offered include pizza with 
whole-wheat crust, a variety of sandwiches, 
fresh garden salads, sesame seed-covered 
pretzels and desserts. Breakfast items include 
bagels with cream cheese, fresh muffins and 
apple turnovers. Guests can dine indoors or on 
the outside patio. The Sesame Sandwich Shop, 
another food facility, offers kids' favorites 
such as cheese steak, turkey sandwiches and hot 
dogs. Located near Sesame Seaport, Captain 
Ernie's Cafe features flame-broiled burgers, 
chicken filet sandwiches with combination side 
order platters, and other delicious food items. 
Sesame Swim Shop -- A variety of items for sun 
and water fun are offered at the Sesame Swim 
Shop. Trader Bert's Treasures offers beach and 
swim essentials, gifts and souvenirs. 
Mr. Hooper's Emporium -- This store offers a 
wide selection of "Sesame Street" products, such 
as games, puzzles, records, books and toys, as 
well as Sesame Place sou~enirs. Other 
educational and scientific playthings for sale 
reflect the park's "play-and-learn" philosophy. 
-more-
Add Six 
OTHER ATTRACTIONS 
(CONT'D.): 
ADMISSION: 
CAPACITY: 
PARKING: 
~PLOYEES: 
HISTORY: 
Ernie's Bathtub -- In the Sesame Studio, 
fam1lies can purchase a photo button or key 
chain taken with a life-size replica of Ernie 
taking his daily bath with Rubber Duckie. 
The Countrnobile -- At "Oscar the Grouch's 
Garage" in Sesame Neighborhood, families can 
purchase photographs taken in the Countmobile, 
the life-size, purple-winged car featured in the 
movie "Sesame Street Presents Follow That 
Bird." The Countmobile serves as the personal 
vehicle for the Count, the popular "Sesame 
Street" character with a fondness for numbers 
and counting. 
A single admission price of $17.95 per child and 
$15.95 per adult (includes 10 percent -amusement 
tax) entitles visitors to all in-park activities 
except the computer games, which require tokens 
priced at three for $1. Admission for senior 
citizens is $10.95 and children 2 and under are 
admitted free. Season passes can be purchased 
at the park's main gate for $64.95 per child and 
$54.95 per adult. When purchasing three or more 
passes, members of the same family will receive 
a 10 percent discount off the full price of each 
pass. Season passes are not transferable. 
The park is designed to accommodate 
approximately 7,500 guests at one time. The 
average length of stay is five hours. 
On~site parking for 1,800 cars. Parking i~ $3 
per vehicle; buses, free. 
The park employs a staff of 600 during the 
height of the season. All employees are trained 
to work with children and to help them have a 
safe and enjoyable experience. 
Sesame Place in Langhorne, Pa., opened in August 
1980 as a prototype development focusing on 
entertainment and learning. It is designed to 
encourage active .participation by children and 
their families by providing a range of 
experiences that stimulate interest and 
curiosity. 
-more-
Add Seven 
DEVELOPER: Sesame Place is owned and operated by Busch 
Entertainment Corporation (BEC), the family 
entertainment subsidiary of Anheuser-Busch 
Companies, Inc., and was developed in 
conjunction with Children's Television Workshop 
(CTW), a leading communications corporation and 
creator of "Sesame Street," "Encyclopedia," 
"3-2-1 Contact" and the "Square One TV" 
educational TV series. BEC also owns and 
operates Busch Gardens Tampa in Tampa, Fla.; 
Busch Gardens, The Old Country, a 
European-themed family entertainment attraction 
in Williamsburg, Va.; Sea World in Orlando, 
Fla., San Diego, Calif., San Antonio, Texas, and 
Aurora, Ohio; Cypress Gardens in Winter Haven, 
Fla.; and Adventure Island in Tampa. 
# # # 
RACING TO THE TOP - Children and their parents can enjoy climbing up three stories of cargo 
nets and tunnels that comprise "Nets and Climbs" at Sesame Place, the family-oriented play 
park in Langhorne, Pa. © 1991 Sesame Place 
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Appendix Material: 
Castle Amusement Park . 
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CASTLE AMUSEMENT PARK MISCELLANEOUS 
INFORMATION 
• Pay $1.00 to park and in exchange receive $1.00 worth of tokens. 
• Park consists of an arcade, miniature golf course, and ride park in 
addition to a birthday party room. 
• Arcade Description: 
• Roughly 15,000-16,000 square feet on three split levels.-
• Seven billiard tables located in the center of the building . 
• Snack stand and small (18 seats) sit down area. Each table 
also functions as a video game. 
• Redemption counter (located inside the building) also 
functions as a miniature golf booth on the opposite site, 
outdoors. 
• Building is decorated nicely with chandeliers, tile floors, 
ceramic horse heads, and dioramas showing prizes. 
• Miniature Golf Description 
• There are four miniature golf courses . 
• This area is well landscaped with real grass and topiary 
trees. 
• Ride Park Description 
• Roughly 75 percent of all rides are real kiddie rides . 
• There is a kids play area where one can climb and swing . 
'-\., . 
·, '·' ··t··y . ' I 
··~ 
THE ARCADE SPEAKS OUT 
CASTLE AMUSEMENT PARK HISTORY 
Castle Amusement Park opened its doors with the arcade and 
four miniature golf courses in April, 1976 and has been the 
popular place for Riverside ever since. 
In 1985, the Castle added a Ride Park to its entertainment 
when its carousel began spinning round and round for the kiddies 
to ride. Since that time, twenty -seven other rides have been 
added and who knows what is next? 
Castle Amusement Park sits in a 25 acre parcel of land with 
parking at the present to accommodate about 1,000 cars in a 
controlled lot. The _ admission is FREE and provides the best of 
security. 
Shade trees are plentiful at Castle Amusement Park, for our 
Design and Planning Department always has the guest's comfort in 
mind. Landscaping on the golf courses and in the Ride Park is 
creative and always manicured with the be3t of care. All kinds 
of shrubs, plants, flowers, vines blend and grace the groundi 
with tender loving care. The three-level arcade is not only the 
largest but most highly decorated arcade you will find anywhere. 
Food is available through the snack bar in the arcade and 
golf course patio and also in the Ride Park from its Plaza Cafe. 
Popcorn and hot dog wagons also help keep tummies happy. 
Over 200 employees from the Inland Empire work together to 
make things run smoothly and keep Castle Amusement Park clean 
and safe for its guests. There are students, retirees and many 
other employees working either full or part-ti~e. 
The arcade and golf courses are open daily 10 am to 10 pm and 
til midnight on Friday and Saturday during the, winter hours. 
During the . summer they stay open until midnight every night 
~,~cept SundCiy_!___ The Ride Park is only open Friday at 6pm and 
Saturday and Sunday at Noon dur.i,ng the winter. During the 
summer, the Ride Pa~k is open Tuesday through Thursday at 6pm, 
Friday, Saturday and Sunday at Noon. 
A Birthday Palace ·where mothers can bring the kiddies for a 
completely planned and staged party for them is novz open. A 
Princess or Court Jester will hostess each party. No cake to 
bake, no dishes to wash or mess to clean up later. WE DO IT 
ALL. 
Behind every good operation, there is always a hard working 
manager at the helm. At Castle Amusement Park, manager, Jack 
Schrecengost is that man. Jack gives the Castle Amuse~ent Park 
the extra boost needed to hold all the components together. 
The Design and Planning Department for Castle Amusement Park, 
headed by its owner, Bud Hurlbut is always looking for new 
additions for the Park. On the agenda for the future is a 
restaurant which Mr. Hurlbut is very excited about having for 
the Castle Amusement Park facility. WATCH FOR IT! 
.... 
CAROUSELS .. MERRY-GO-ROUNDS .. CAROUSELS 
Castle ~\r.1usement Park has one of the oldest Carousels in 
America today. It is bver 80 years old and its 52 animals, 
all hand carved, anu two sleighs are circa 1905-14. When you 
look at it, you wold think it was brand new, for it has been 
restored and painted by our o~n design and planning department 
to such a perfect state it looks new. 
It has horses, cats, ostriches, reindeer, lions, bears and 
pigs all on brass poles, an outstanding feature. 
In the early part of the century, Merry-Go-Rounds were very 
popular and there were thousands of the large ones like the 
one at the Castle Amusement Park. Today, only about 128 of 
those beautiful, big Carousel3 remain. Two of the most famous 
makers \vere Dentzel and C.H. Parker. The Carousel at Castle 
Amusement Park is a Dentzel, 45 fuet high and 80 feet across. 
It came frol!l Hersiley Park, Pennsylvania and ran at Knotts 
Berry Farm for many years before settling at Castle Amusement 
Park. It is no~v run by a 'rim-drive' -designed and put into 
action at the Castle. The jewels you see inlaid on the 
animals are from Yugoslavia. 
Because the Carousel is so precious to us and we want it to 
remain \vi th us f o.r- Jilany years to come, our Carousel is housed 
in a million dollar building with glass windows all around to 
protect it from the elements. The roof of this building has 
blue tiles from Japan which malce it very beautiful and t\vO 
large lion statues guarding it. Also in the large pavilion is 
the-! Ruth Band Organ from the old Pike at Long Beach. Every 
animal is numbered and at t~e beginning of your ride, a wheel 
i$ spun selecting a winning number for a free ride. 
The Castle Amusement Park Carousel is one you will want to 
see on a visit to the Park. Its brightly painted animals with 
their highly polished brass poles is our tribute to the past . 
f"! ••••••• 
',., 
• 
OUR TWO LITTLE TRAINS WHO CAN 
Mr. Bud Rurlbut, owner of Castle Amusement Park has 
built over s'o little trains · for amusement parks all 
over the world including Hong Kong, India and the 
Phillipines. 
The smaller train here at the Park was at Knott's 
Berry Farm for many years and has given over four-
million people rides. The larger train was built 
expressly for Castle Amusement Park. It takes you all 
around the outer part of the park while the smaller 
train takes you through the middle. 
They are both a MUST while visiting Castle 
Amusement Park. 
THE SIGHTS AND SOUNDS OF MINIATURE GOLF 
As you walk the courses at Castle Amusement Park, 
the scenery will catch the eye and the sounds from 
each themed area will catch your ear. Upon every slab 
of cement you walk, decor from the upcoming theme will 
b~ under your feet. 
Since there are four 18-hole championship courses 
at Castle Amusement Park, it gives you quite "a nuBber 
of different scenes to enjoy. ·There's a Big Ben, a 
Dutch windmill, a Turkish castle, a fort, mission, 
Chinese pagoda, a haunted house, candy house and much, 
much more to each the eye. 
Fountains and 18 waterfalls abound on the golf 
courses and you will enjoy the relaxing sounds of 
running water everywhere. 
Even if you don't win at your game of miniature 
golf, you will still enjoy the "sights and sounds" of 
Castle Amusement Park Golf. 
As you '"alk through the 3-level arcade at 
Castle Amusement Park, you might think someone is 
talking to you. Every game or video seems to have a 
different voice or sound reaching out to · you. Your 
skills are truly tested here by its 400 machines. 
Not only will you find the latest State of the Art 
Video, but you may test your skills at boom-ball, 
skeeball, pool, air hockey plus many other exciting 
games. 
This arcade is not a regular "run of the mill" 
arcade, but is tastefully decorated with beautiful 
tapestries~ beautiful carousel animals, daring K~ight 
statues and some of the most beautiful crystal 
chandeliers from the . movi~ "The King and I". The 
people who clean the chandelier say it takes two days. 
How would you like that job? There are many smaller 
versions all around the tower pa~t of the ar~ade. The 
crown chandelier over the pool tables area is also one 
you won't ~ant to miss seeing while visiting the 
Castle Amusement Park Arcade. 
Try your hand at one of the skill games and win one 
of the many prizes displayed and offered at the prize 
counter. 
BACK IN THE "GOOD OLE" DAYS WITH ANTIQUE CARS 
There's eight of the~ and they're puuuuurfect and fun 
to ride. Castle Amusement Park's antique cars were designed 
and made by it's Design and Plannin0 Department. If you 
like a touch of nostalgia, you'll 18ve these cars. 
There is a firetruck with all the equipment, a police 
car, milk wagon (no milk), ice cream wagon, taxi, tow truck 
and Model T Ford. Now, if you're lucky ~ you can take your 
pick of which car to ride. 
It took about nine months and a half million dollars 
to build these little cars. Each is about three feet by 
five feet and beautifully decorated. You'll enjoy them 
too when you visit Castle Amusement Park. They are elec-
trically motivated on a special track just for them going 
around a scenic area of the park. They were made 11 in house .. 
completely from beginning to end. 
GYPSY WAGONS 
Gypsies are 
"wandering people". 
don' t see them today 
you did in the earlier 
of the century. They 
traveled in wagons pulled 
by horses or mules, \vhicb 
\vere not only their mode of 
tra~sportation, but also 
thei!" home. Groups, called 
"band of Gypsies" traveled 
together. 
Gypsies were a color ful 
people wearing bright 
clothes, earrings and 
headbm1ds. TI1ey made their 
living , in many cases , by 
telling fortunes of the 
people in the towns through 
\vhich they trav led. 
Our Gypsy wagon was made in 1880 in 
Europe. \ve aren't sure when it came to 
America. It has been completely 
restored and repainted by our staff. 
When you look at it you can see it ~as 
stained glass \vindows and even a large 
kettle hanging underneath. This kettle 
could be used to cook the stew for the 
entire "band of Gypsies \vith \vhich it 
traveled. 
Inside Castle Amusement Park's Gypsy 
\vag on there is a bed, drop-dmvn table, 
sitting area and hanging on the wall is 
a guitar. Mr Bud Hurlbut, mvner of 
Castle Amusement Park, recently moved 
the Gypsy wagon to its present location 
' for his us as an office. He has added 
a beautiful antique desk inlaid \·lith 
Hother of ·Pearl. 
This little Gypsy wagon is proably 
one of the few left in the world today 
and certainly one of the most colorful. 
~, 
;;.#-~ : 
LAUNCHING CASTLE AMUSEMENT PARK'S FLYING SAUCER 
Launching the Castle Amusement Park's Flying Saucer 
was NO easy task ... Actually, it didn't come flying 
through the air as we may have led you to believe. It 
came on wheels behind a large . truck from Sterling, 
Colorado. It looked like a strangely decorated 
trailer. 
The task, of course, was getting it over the 6' 
fence on to the pad ( spo -c) "\ve had saved for it. This 
huge monster weighs 21 tons, so we had to get a 90 ton 
crane to lift it over. It even lifted the crane off 
its back wheels as it was finally set into place. 
Remember now, it simply looked like a strangely 
decorated trailer as it was set onto the pad. Today, 
when you look at it, you see it is completely round. 
As Bud Hurlbut, owner of Castle Amusement Park, 
says, "You know, there is n:· one who can pack things 
like amusement park people. During World War II, when 
the army was having so much trouble transporting war 
items to Europe because of size and space, they called 
on the circus I amusement people to show them how to 
load and pack for transportation. After all, they had 
been moving complete parks, circuses and their housing 
around the country for years. They know ho\.; to pack!" 
The same is true today. When that trailer opened, 
what and how it came out was amazing. What you see as 
the finished product Flying Saucer, all came out of 
that trailer and is still there. Even the wheels were 
left on, for it turns on some of those wheels. 
This Flying Saucer turns at 24 RPM's and has 3000 
turbo lights flashing to increase its astounding 
appearance. Inside, lights flash and video music 
bounce around. The driver, located in the center has 
control of all this and he is encircled by equipment 
that does ~ look like a huge cockpi::~ He even has a TV 
to see the outside of the shipc 45 adults and 
children can ride at one time. 
Kids love this Flying Saucer, for its centrifugal 
force gives themthe feeling of being i~ outer space. 
TO RIDE IT IS TO LOVE IT. 
BllR1rHDAY IrAR1rll1ES 
CCAN BJE fUN 
at ~~ PaAi 
3500 POLK STREET 
RIVERSIDE, CAIJFORNIA 
(714) 785-4140 
FRWY 91 at La Sierra and Tyler 
FOR 836 
YOU RECEIVE: 
PARTY AREA •••. 
TWO TABLES 
(accommodates 20) 
FREE_ TRAIN RIDES 
This is a minimum party. 
You can have more tables, 
larger parties, etc. 
Call for information: 
MUST BE BOOKED TWO WEEKS IN ADVANCE 
l CALL: BIRTHDAY PARTY RESERVATION DESK 
(714) 785-4141 
L
[ A
R
C
A
D
E 
]-<
 
T
he
 C
as
tle
 A
m
us
em
en
t P
ar
k 
a
rc
a
de
 is
 n
o
t 
a 
re
gu
la
r 
"
ru
n
-o
f-
th
e-
m
ill
" 
a
rc
a
de
; 
bu
t 
is
 
ta
st
ef
ul
ly
 d
ec
or
at
ed
 w
ith
 b
ea
ut
if
ul
 ta
pe
st
ri
es
, 
c
a
ro
u
se
l a
n
im
al
s,
 d
ar
in
g 
K
ni
gh
t s
ta
tu
es
 a
n
d 
go
rg
eo
us
 c
ry
st
al
 c
ha
nd
el
ie
rs
 fr
om
 t
he
 m
o
v
ie
, 
'
T
he
 K
in
g 
a
n
d 
I"
. 
B
ui
lt 
o
n
 th
re
e l
ev
el
s,
 t
he
 ar
c
a
de
 b
oa
st
s o
v
e
r 
40
0 
St
at
e 
o
f 
th
e 
A
rt
 v
id
eo
s 
a
n
d 
n
u
m
e
ro
u
s 
ga
m
es
 o
f 
sk
ill
 l
ik
e 
bo
om
ba
ll,
 s
ke
eb
al
l 
a
n
d 
po
ol
, 
m
a
n
y 
o
f 
w
hi
ch
 r
e
w
a
rd
 s
u
c
c
e
ss
 
w
it
h 
v
al
ua
bl
e 
pr
iz
es
. 
\V
he
th
er
 yo
u 
pl
ay
 th
e g
am
es
 o
r 
n
o
t,
 a
 v
is
it 
to
 
v
ie
w
 t
he
 a
rc
a
de
 i
s 
a 
m
u
s
t 
w
hi
le
 a
t 
C
as
tle
 
.
 
A
m
us
em
en
t P
ar
k.
 
R
E
ST
R
O
O
M
S:
 A
lw
ay
s 
c
le
an
 r
e
st
ro
om
s 
fo
r 
o
u
r 
gu
es
ts
' c
o
m
fo
rt
. 
H
A
N
D
IC
A
PP
ED
: 
C
as
tle
 A
m
us
em
en
t P
ar
k 
is
 
e
qu
ip
pe
d 
to
 h
el
p 
o
u
r 
ha
nd
ic
ap
pe
d 
gu
es
ts
 e
n
joy
 
th
ei
r v
is
it 
w
ith
 u
s.
 
H
ow
ev
er
, s
o
m
e
 h
an
di
-
c
a
pp
ed
 p
er
so
ns
 m
a
y 
be
 
re
st
ri
ct
ed
 fr
om
 c
e
rt
ai
n 
ri
de
s 
fo
r s
af
et
y 
pu
rp
os
es
. 
~ 
.
 
.
 
-
' 
.
 
' 
.
 
.
 
,,
_
_
_
.
;-.!
£ .. .'
1;9"
·~· ..
. ;·~
 
>
 [ MI
~r~
RE 
J <
 
A
s 
yo
u 
w
a
lk
 th
e 
c
o
u
rs
e
s 
a
t 
C
as
tle
 A
m
us
e-
m
e
n
t P
ar
k,
 th
e s
c
e
n
e
ry
 w
ill
 ca
tc
h y
ou
r e
ye
 a
n
d 
th
e s
o
u
n
ds
 fr
om
 e
a
c
h 
th
em
ed
 ar
e
a
 w
ill
 d
el
ig
ht
 
yo
ur
 e
a
rs
. 
Si
nc
e 
th
er
e 
a
re
 
fo
ur
 I
 1
8-
ho
le
 
c
ha
m
pi
on
sh
ip
 c
o
u
rs
e
s 
a
t C
as
tle
 A
m
us
em
en
t 
Pa
rk
, y
ou
 h
av
e 
qu
ite
 a
 
n
u
m
be
r 
o
f 
di
ff
er
en
t 
sc
e
n
e
s 
to
 e
n
joy
. 
E
ve
n 
if
 y
ou
 d
on
 t 
w
in
 a
t 
yo
ur
 g
am
e 
o
f 
m
in
ia
tu
re
 g
ol
f, 
yo
u 
w
ill
 st
ill
 en
joy
 th
e 
"
si
gh
ts
 
a
n
d 
s
o
u
n
ds
" o
f C
as
tle
 A
m
us
em
en
t G
ol
f. 
' 
~
 
·
,
,
\ .. :
·
;\
•-
/ 
~ 
R
ID
E
PA
R
I( 
T
he
 L
og
 R
id
e!
 IF' ~v
~·
·=· 
:'f.:
.
:·:
,
,
 
i F~ 
··~ ... ~
 .. :·: ..
.
 
-
G
U
E
ST
 IN
FC
)R
M
AT
IO
N 
-
L
O
ST
 &
 F
O
U
N
D
: 
L
os
t i
te
m
s 
m
a
y 
be
 id
en
tif
ie
d 
a
n
d 
c
la
im
ed
 a
t t
he
 s
e
c
u
ri
ty
 o
ff
ic
e.
 
R
E
ST
R
IC
T
IO
N
S:
 F
or
 sa
fe
ty
 re
a
so
n
s,
 c
e
rt
ai
n 
ri
de
s 
ha
ve
 re
st
ri
ct
io
ns
. 
R
es
tr
ic
tio
n 
in
fo
rm
at
io
n 
is
 
po
st
ed
 a
t 
th
e 
e
n
tr
an
ce
 
to
 e
a
c
h 
ri
de
. 
PA
Y
 P
H
O
N
E
S:
 C
as
tle
 
A
m
us
em
en
t P
ar
k 
ha
s 
se
v
e
ra
l p
ay
 p
ho
ne
s 
fo
r 
yo
ur
 c
o
n
v
e
n
ie
nc
e.
 
D
R
E
SS
 C
O
D
E
: 
Sh
oe
s 
a
n
d 
s
hi
rt
 m
u
s
t b
e 
w
o
rn
 
a
t a
ll 
tim
es
. 
PI
C
N
IC
 L
U
N
C
H
ES
: 
C
as
tle
 A
m
us
e
m
e
n
t 
Pa
rk
 
do
es
 n
o
t 
al
lo
w
 a
n
y 
fo
od
 o
r 
dr
in
k 
to
 b
e 
br
ou
gh
t 
in
to
 th
e 
pa
rk
 e
x
c
e
pt
 w
ith
 s
pe
ci
al
 p
er
m
it 
du
ri
ng
 B
ir
th
da
y 
Pa
rt
ie
s 
o
r 
D
ay
 C
am
ps
.
 
~
 .. -::-·· ~~
. 
Tw
en
ty-
Fi
ve
 A
cr
es
 
o
f 
Ri
de
s 
a
n
d 
Am
us
em
en
ts 
>C...__ _Fo_on___.1 < 
SNACK BAR 
While visiting the arcade and golf courses, 
you can keep the tummy happy through the 
snack bar. Available: hot dogs,pizza, nachos, 
ice cream,cookies,hotjumbo pretzels and hot 
and cold drinks. 
PLAZA CAFE 
While visiting the Ride Park, food can be 
purchased at the Plaza Cafe where tables and 
seats are available for eating in comfort. Tables 
are in the out-door plaza area with umbrellas 
for shade. Foods available: hamburgers, fries, 
hot dogs,pizza, corn dogs, ice cream, sundaes 
and hot and cold drinks. 
In the Ride Park shade trees abound for 
comfort in _the summer and benches are 
plentiful for resting between rides. 
There are d.'t rides in the park which can 
keep big and little kids happy for hours. 
Plenty ofkiddie rides, along with large thriller 
rides to excite the_ teen and adult riders. 
PUBLICADDRESSANNOUNCEMENTS:The 
public address system is reserved for 
announcements of an emergency nature only. 
PETS: Pets are 
not allowed in 
the Park. 
LOCKERS: Lockers are 
available for 
your convenience. 
LODGING: There are several motels within 
walking distance to Castle Amusement Parle 
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fvlETI<O MAI<KET RA Nh: I! GS 
Population Age 6 to 17 
Area (Thous.) Rank Area (Thous.) Rank 
Los Angeles-Long Beach . • . . . ... .. . 
New Yo<k .. . ..... ... ... ...... . 
Chicago ..... .... . ........... . 
Philadelphia .. . ............ · .. .. . 
Detwit ...................... . 
Washington ...... ... .. . ....... . 
Boston-Low<ence-Solem-loweii-B<ockton 
Houston . .. ...... . .. . . .. _ .... . 
Atlanta . ....... .............. . 
Nosso~Suffolk . . . •. ..... . ·. . . . . . 
Dallas ...•....... . ........ •.. 
St. Louis . ..... ... . .. ... .. . .. . .. . 
Minneapolis-St. Paul · .. .... .'~ .... . . 
·Rive«ide-Son Bernardino . . .. . . . ... . ·. 
Solti~ :. · .. .. .. . . .• ·.: ..• : ... . 
Anoheim-Sonto .Ano .•..... ·. i · ... · .. 
-; ~;;o;:;,~: · : ·: . : : :::::: : · :.: ·:'~ ·'::: :·: 
: Norlolk-Vi<ginio. Beech-Newport ~ews .. 
Soaomento · ...•• .... .•. ... ·; .. · . .. 
Columbus, Ohio .•.••... .. : ; . ·: ; • : . 
. ~=~:~rl;~~t~~ .:::: :-: ::<; :·:: 
,~J:S!~:~: ~iii ::: :: · :--: .:~: 
. Son f<ancisco;-: .. ..• ... •.. . · . · ... .. . 
-~~':!:~:-·in·t~i~Middkia:._;·,;.srisi;l · 
. frE.§: ~::~ ·· '': , ·: t+:~~; 
. Monmoutt-.-:.o.cean · ' ..... · .. · •. · . ·: . '.; . 
·_ Middlesex~!)~rset-Hunte<don · . .. ": .. . : ... 
i~~:~;:~esci~: . : : : : : ~ : : :-: ·:) : : : 
Nashville ··'· ' ' ·· ........ .. ... ........ . 
Doyton-Springfoeld . .... · ... '· . • ' .. : . . 
fort Loude<dole-HoHywood-Pompono 
Beach ; ·; :·· ... . · . ........ .. ... . 
Buffalo . ·•· • •.· .· . :-. ..•....... . : . . . . 
Oklahoma Gty •.. ... ............ 
. ~'e:nsbo<<>-;-Winston-Solem--High Point . . . 
Borrnonghom · ... .. .. .... ..... ... . 
Pmvidence-PoWtucket- Woonsocket . ' .. . 
Richmond-Petersburg ... ...... .... . 
Albany-Schenectady- T my . • . .... .. . 
B<idgepo<t-Stomfa.d-ND<Wolk-Donbu<y . 
Honolulu .. , . . . . . . . . . . . . . . • . . .. 
. New Hoven--Wat.,..bury-Meriden .. . .. . 
· ·• Oxnord-Ventum .•...... . ·. ··. -- ~ ~--· .. 
El Peso • ...... ... .. ... .... . . . 
Tulsa ... . : ...... . ........... . 
Austin .. . ~: .... _ . .......... _ :- . 
Gmnd Rapids .............. . ... . 
Wa<ceste<-fitchbu<g-teominster . . .... . 
Ga<y-Ha<nrnond .. · . . . . . . . . . . ·. . . .. 
~~=~.:-~ik~~-8~;~ : : : : : : : : : ~ : : : 
West Petro ~~ct.-8oca Roto~ekoy ~ 
' Beach · . •, •••.... ..... . ; .. ... . 
~~ho ':: : · ~ -~: :' ::::::: :- :: : · :· ; : .: : 
Las Vegas :.-.':· . . : . .............. ·. 
fresno >·. -~<,: . ....... .... .. .. - -"! . -
Raleigh-Durham ...... , .•. . . . •. .. 
G<eenville--Sportonburg ....... .. .'. ·. 
Allentown-8ethlehern--Eoston . .. .... . . 
Toledo ... ·• ·: · . ............. ... . 
Tucson . .. • .. .. . . . ......... ... 
Wilmington,. Del. . . . . . . . ........ . 
Bolon Rouge .................. . 
Knoxville . .' • ..... .............. 
Hanisbur-g-Lebonon--Corlisle . ...... . 
Sp6ngfield, Moss ................ . 
Bakersfield . ......•. . .. . .. 
Charleston, S.C. ......... . . . ..•.. 
Lake County, Ill. ...... . .. . .. . •... 
Tacoma . .... ... . .... . 
Mobile .. :. . . . 
McAIIen-Edinbu<g-Mission .. 
Little Rock-North Little Rock .. .. . 
Albuque<que .. .. .. . ....... . .. . . 
New Bedfo<d-Foll Rive<-Attleboro 
Youngstown-Warren 
Flint ........ . . . 
Jeney City 
Stockton . . . . . . _ .. . .. . . . 
Total Top 100 . ........ ..... .. . 
Saginaw-Boy Gty-Midlond 
Columbia, S.C. ..... 
Johnson City-Kingsport-Bristol . 
Chononoogo 
Jcl;et 
lansing-East lansing .. 
1,361.5 
1,251 .7 
1,022.0 
806.3 
784 .7 
624.2 
588.8 
565.0 
496.1 
476.9 
425.4 
420.2 
404.1 
401.3 
390.3 
372.1 
365.5 
340.9 
316.5 
316.0 
310.1 
297.5 
279.6 
279.6 
274.7 
265.7 
260.9 
248.1 
245.4 
237.1 
233.9 
230.9 
226.8 
221.9 
221.2 
218.8 
217.5 
200.9 
196.4 
193.8 
189.5 
180..4 
179.1 
176.3 
171 . 1 
167.1 
163.4 
162.9 
161.4 
160.6 
18,302.1 
160.2 
159.5 
157.1 
156.9 
156.0 
154.7 
152.8 
141.7 
138 .9 
138 .3 
137 .0 
136.1 
125.3 
121.8 
121.6 
121.0 
116.3 
116.1 
113.1 
112.9 
111_.8 
110.6 
108.9 
108.8 
108.1 
106.9 
106.6 
106.2 
105.1 
104.3 
103.7 
102.6 
98.3 
98. 1 
95.9 
9-4 .3 
93 .6 
91.9 
91.4 
90.5 
90.0 
88 .5 
88.4 
88.0 
84.6 
84.0 
83.7 
83.2 
81.9 
80.2 
23,9295 
77.9 
77 .4 
74.4 
73 .8 
73.5 
73.1 
1 Jackson, Miss. . . . . . . . . . . . . . . . . . . 72.6 107 
2 Augusto . . . . . . . . . . . . . . . . . . . . . . 71 .9 108 
3 Voliejo-fairfield-Nopo .. . .. . .. : . . . . 71.2 109 
4 Wichita ... ....... : . . . . . . . . . . . 70.9 110 
5 Co<pus Chdsti _ . . . . . . . . . . . . .. . . . . . 69.6 111 
6 Yo<k ......... :. . . . . . . . . . . . . . 69.2 112 
7 Canton . . . . . . . . . . . . . . . . . . . . . . . 68.8 113 
8 Loncaste< .... ·• . . . . . . . . . . . . . . . . 68.1 114 
9 Colorado Springs .... ... .... · . . .. . 67.1 115 
10 Lokelond-Winle< Hoven . . . . . . . . . . . • 66.8 116 
11 Aurora-Elgin .. ... . ·. .. .. .. .. .. . . 65.6 117 
12 fort Wayne . . . . . . . . . . . . • . . . . . . . 65.0 118 
13 Des Moines ' •. .. ... ; :· .. , . ·; • ·. . . . 64 .8 119 
~~ ~~~~;~r~t~~v~l~a~~- -B~. ::-5:_. ::: ~~:~ ~~~ 
16 Beaumont-Port Arthur .•. : •. .. • . ·:. . · . . ·. 62 .9 122 
17 Pensacolo .. : ......... ·. \ • _,.-__ ;_ :-:· . : . . . 62.3 123 .. 
. 18 Davenport~ock lsland-Moftrte .'~'·.< . . . . 62.1 124 
~b . . ~=-;,:~,~~"~~~~ ·.: :-.: ~ : : : ~,t~(: : : ~:~ g~ 
l f@.tf.f~4i~imii;-: l!t1!f 
I ff.i~li:~jir1i~:{ _ ~~-, !11 
34 Oronge tounty; N.Y. :.).<:._ ... . • · .. ... • . . 53.1 - 140 · 
~~ r~:?.t:-:-: ~ ~?:~}:·:/?: : : ~ _{'.::: ~~t . :~~ -
~~ ' . ::~~~ :'~-.: . :-:: ~:: ~- ;:::::: ::_:: :·: ~g:~ ~~~ 
40 . Santo Sorboro-Santo Mario-lompoc ;> . . 49.7 . · 146 
~~ . ~1'n~~,~~:;· ::::: ~ ;.;·::::: : /. ~ :: ~~} :~~ 
-~ - ~a:~~~t:~~~t~~~ >:<:: - : :-:;. ::: ~~~ :~b 
! ··  rile; iJil~i:i'!l;l',: ; ; 26·'111:. ~~~ · · 
;~ · ~:;e~:.';t~~re,dc~~ ... :.~:::: :, .-< -:': !:r-. :~ 
55 Johnstown . : . .'. ; : • ·:: ..•.. ·.". . • . 40.7 162 
56 New Londo~o.-wich . ·; . .. . . . • :: -:.; 40.7 162 
57 Vancouver ·: .. ... .••. · .. · . .' •• -.. . .. 40.5 164 
58 · Charieston,'W.Vo. . :--: i •·. · • .•. ·:,: ;·. ·. ' 40.0 165 
~ ~;~~:~;.d~K: : ~ : , : ~~ : !!-~ m 
i ,~~~~.E!I1!'U~It ·-~l !ii 
!! ~~o_i!~r~!:I;;:!:i · Ill ,~11 
83 Merced ... .' . . . , ." .. ; ... ; . 32.7 191 
84 · fo<t Smith .• .....•.. :. . . . . . . • . 32.4 192 
85 Santo Cru:r • , .. · .... -.. .. ·.. .. . 32.3 193 
86 Lake Cho<les .. . .. : . . . . . . . . . . • . . 31.5 194 
~~ ~';~~~Ia·: . :- : :<::- : • ~::~ ~~~ 
89 Ocala ' / : · .. · . . . . . . . • • . 31.3 197 
90 Springfield, IlL· . ....• . .. .. .. : .. : . 31.0 198 
91 Benton Harbm ..... ; . . . . . . . . . . . . 30.7 199 
92 Beave< County, Po. . . . . . . . . . . . . . . . 30.5 200 
93 Total Top 200 . . . . . . . . . . . . . . . . . 28,849.7 
94 Gainesville . . . . . . . . . . . . . . . . . . . . 30.0 201 
95 Loredo . . . . . . . . . . . . . . . . . . . . . . . 29.4 202 
96 Lincoln . . . . . .... . . : . . . . . . . . . . . 29.4 202 
97 Bremerton . . . . . . . . . . . . . . . . . . . . . 29.3 204 
98 Weco . . . . . . . . . . . . . . . . . . . . . . . 29.1 205 
99 Cedar Rapids . . . . . . . . . . . . . . . . . . 29.0 206 
100 Muskegon . . . . . . . . . . . . . • . . . . . . . 28.5 207 
Longview-Marshall . . . . . . . . . . . . . . . 28.4 208 
101 Sarasota . . . . . . . . . . . . . . . . . . . . . 28.3 209 
102 Fort Walton Beach 28.0 210 
103 Limo . . . . . . . . . . . . . . . . . . 28.0 210 
104 Fort Collins-Loveland . . . . . . . . . . . . 27.8 212 
105 Asheville ..... - . 27.2 213 
106 Elkhart-Goshen . . . . . . . . . . . . . . . . 27.1 2 14 
{Thous.) Rank 
~~:e~i:g . ~: : :: ::::: : : · i ':.~!t :: ::::: • ~~:~ ;:~ 
Porkersburg-Mo<ietto . . . . : •: :. :. • . . • .. 26.i 217 
Monroe .. .. : ....... .. _. .:, .. ·.. ... 26.3 218 
Pascagoula ... . .. ... . •: .• •-;, ; ··. . . . . . 26.3 218 
Richlond-Kennewick-Posco .•. . •: • . • . . . 26 .2 220 
T opeko . . . . . . . . ..... . : _> . .. . . , 26.0 221 
Clo<ksville-'-Hopkinsville ... .' ::, :_: .: : . ~- . . 25.9 222 
~~;:~::,~·~t: ~,~r : · · : lli ~l 
Alexandria, La. . .•.... : .<· ~· . .. ; . . 24.9 227 
~:n:~~~;1~~it : : : : : : : : .r;:~: : : : · ·>- ·. ~! :: ~~ 
: ::. ~ 
24.4 . 230 
24.1 231 
24.1 231 
24. 1 .. 231 
23.9 234 
23.9 - 234 
23.8 ' 236 . 
23.8 . 236 
23.7 238 
23.7 238 
23.6 240 
23.5 "241 
;~:~ ( ~~ 
23.-4 . 243 
23.3 . 245 
23.2 246 
23.1 247 
23.0 248 
23.0 248 
250 
251 
251 
251 
254 
255 
256 
257 
258 
258 
258 
"261 
262 
Bellingham . . :: ·r: -:: .' : ." .. . . , .;;_ .'- :. . . . . 18.5 282 
~£~~)~t: ~ :· :.-::::::.::: : :·:·:·: ·: :\ l!i ~~ 
Denville, Va .. . : .;_. .. . : .. . . . 18.1 286 
Lewiston-Auburn . : ·...... -18.0 . 287 
CharlOttesville · . . .. : ·: . ." . .' .: . 17.9 : 288 
Gadsden . . · ..••.... .'·. . • 17 J · 289 
Bloomington--Na.mab · .. · ...•. ·.• 17.5 290 
;~~~~~.c;~~: ~: ~:x: : ::: :': ~~J . ~: 
Burlington,: N :c• , , _,<~: .. . . 17.3 294 
Dubuque •. .": ; ... . : ... : ·... 17.3 · 294 
fayetteville-Springdale . . . • . 17.0 296 
Lofoyette-West Lafayette ...... ·: 16.9 297 
Cumberland , .. : :: ... ... .. ; . • ... 16.2 298 
Pine Bluff •. · . . . '. :··. ·. ; . ... .. . . ': .:: 16.2 -. 298 
~~~,:-c.o~l~g·e - ~t~t:o_n_: :: ::: :· :.::{ : : . :·:, ~~ :~ · ~~ 
Owensboro ... .. . . .. . ..... <· ... ." 15.5 302 
E~~~r~~<: : ~: :: :::: : ·: ('.:·: ~ - : l~~ ~E 
Sherman-Denison ~ . ..... .. .. . ... . : · 15.0 306 
Lo Crosse . . . . . . . . . . . . . . . . . . . . . 1-4.7 307 
Columbia, Mo. . . . . . . . . . . . . • . . . . . 14.1 308 
Victo<io ... .. _ . . . . . . . . . . . . . . . . 13.9 309 
Rapid City . . . . . . . . . . . . . . . • . . . . 13.4 310 
St. Joseph .. .. .. . .. .. . .. .. .. .. 13.2 311 
Jackson. Tenn. . . . . . . . . . . . . . . . . . 13 .0 312 
Great Foils . . . . . . . . . . . . . . . . . . . 12 .8 313 
Bloomington, Ind. . . . . . . . . . . . . . . . . 12.7 314 
Cheyenne . . . . . . . . . . . . . . . . . . . . . 12.4 315 
Cosper .. _... . .. ............. . 10.7 316 
Grand Forb . . . . . . . . . 10.5 317 
Iowa City . . . . . . . . . . 10.5 317 
Lawrence, Kens. . . . . . . . . . . . . 9.0 319 
En;d . . . . . . . . . 8.8 320 
Total Above Areas ....... . . . .. . . 
Pe<ce nt of U.S . ........... . .... . U.S. Total ........ .... ....... . 
31,359.6 
76.3059 
41,097.2 
,j 
~opulation Under Age 6 
Area 
los Angeles- Long Beach ...... _ .. _ . 
New York . . . . . .. _ . . _ . . . .. _ • . . . 
Chicago .. .. - . . . . . . . - .•... - . - . 
I 6~~~~i~~~h-i~ : : : : : : : : : : : : : ~ : : : : : : 
' Houston _ . . . . _ .· _ . . __ . . . _ • _ . . . . _ 
Washington . .. . ..... __ .. _ .... . . 
Boston-Ulwrence-Solem- Loweii--Broclr.ton 
Atl;,nto . . . . . . . . . . . . . . .. . . ~ · .... 
·Riverside-Son Bernardino . .....• .... 
Dallas . . . :· . . .. .. ..... . ... . .. . 
~Ifi~: '"": • • •  •  • ; :, · • 
,Torl)po-St. Petenburg~rwoter . , • . • . 
~otf~lk-Virginio Beoch-Newpcir: , News . . 
Hahf.;rci-New Britain-Middletown-Bristol 
! ~~~t:!~;~:~-~~ . : : : : : : : : : ·: : : : : : 
1 
·. ~iJ,rt · l?ud~a~ollywooci--Po;,pono 
· . .-<>.Beach · . ... · . ..... .. . .... ... . 
:G'~nsboro-Winston-Salem-High Point .. 
; !luHcilo ... · . ..... . . .. . . .' .. . ... - . 
~ ~;:~-HooF •••• 
. Providence-Pawtucket- W oon~ockei . . . . 
g;.:;/;~:i~~r~ : : : : : : : : ~ ->: :• ~~ -:-: 
Allxiny-Schene<iody- Troy . . . . . . . . . . 
Gory-tiommond_ . . . . . . . . . . . . . . . . . . 
Fr~no . . · ....... ... .. . . .. - -- · · 
1 Omaha ... . : . . . ~- . ..... : . . . . 
Ne~:Moven-!'foterbury-Me00.t;n ... .. . 
Bokehfief9 ~-- . · . ··. ' ..... . --;· .. ·, . - .. -
Bridgepqrt- Stomforci-Norwolk.,..Oanbury _ l :','{r • ·• .ti:L·! • • • 
· Y,:'_ :.•~ Palm, Bea~h-Boco Roton-Oe~roy 
· .,B~och .. _ .. . · . . . . ... - ·: · • , .. - - .. 
Worcester-fitchburg-leominster . . . _ . .. 
, ~~~;t~::~~~; .. s~r~e- : : : : : : : : : : : : : 
; Gre~nville-Sportonburg 
: ChOrleston, S.C. .... . ........ . .. . 
Little .Rock-North little Rock . ....... . 
McAllen-Edinburg-Mission ... .. .. .. . 
Alleritown-Bethlehem-Easton 
o¥obile . . . . . . . . . . ..... . . 
Wi!mington, Del. ... . ...• .. . . . . 
Knoxville ..... _- .... . . . . . .. . 
Albuquerque . . . . . . . . . . . 
lake· County, Ill. . ..... . ... .. . . . . . 
Harrisburg-Lebanon-Carlisle 
Stockton . . 
Provo-Drem . . . . 
Wichita .. 
Jersey City .. 
Springfield. Mass. 
Youngs town-Warren 
Total Top 100 
Flint . 
Joliet 
Jackson. Mf~s - . ... . . . . . . 
Vallejo-fairfield - Napa . .... . . . . . . . . 
Carpus Christi .... .. . . .... . 
New Bedford-Fall Riv er-Attleboro 
(Thous.) 
803 .6 
685.3 
553 .2 
396.9 
391 .6 
337.6 
298.8 
264.2 
255.2 
2-!3 .0 
238.8 
225.1 
218.7 
212 .9 
202.9 
195.0 
191.1 
186:8 
164.8 
161 .8 
152.6 
151.3 
150.1 
149.4 
149.0 
144.8 
137.9 
136.6 
134.5 
133.9 
133.9 
127.7 
125.7 
125.-4 
123.5 
122.0 
120.9 
116.3 
106.0 
99.6 
97.4 
94.9 
94.3 
89.8 
88 .9 
86.1 
85.8 
85.7 
84.4 . 
83.1 
9,758.8 
82.6 
81.4 
81 .4 
78.6 
75.3 
73.4 
73.3 
71.7 
71.0 
70.2 
69.8 
69.0 
67 .6 
67.5 
67.4 
66.7 
65.4 
65.1 
61.7 
59.6 
59.2 
58 .9 . 
58.7 
58..5 
58.3 
58.1 
56.4 
55.7 
55.4 
55.2 
55.1 
53.6 
53.6 
53.4 
51.8 
51.6 
51.5 
51.1 
50.9 
49.0 
48 .1 
47 .9 
47.9 
46 .9 
46.5 
45.8 
45 .4 
44 .9 
44.3 
43 .8 
12,735.0 
43.1 
~2.5 
42.3 
4 1.8 
41.6 
41.1 
Rank 
1 
2 
3 
A 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
30 
32 
33 
34 
35 
36 
37 
38 
39 
' 40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 
51 
52 
52 
54 
55 
56 
57 
58 
59 
60 
61 
62 
63 
6.4 
65 
66 
67 
68 
69 
70 
71 
72 
73 
74 
75 
76 
77 
78 
79 
80 
81 
82 
82 
84 
85 
86 
87 
88 
89 
90 
91 
92 
92 
94 
95 
96 
97 
96 
99 
100 
10 1 
102 
103 
10.! 
105 
106 
,~j~~tJlf~'f;: •.• :: :· 
Shreveport :· :·:' ".. . 
Fort 
Charleston; W 
LubbOck , .. ,. 
Lofoyette{- lo. ·'"·'' ''C'""., '-'' ,, •• ,, .~...-.-,.~ ·~·,,· 
Ann Arbo~ . -: 
~;¥~~\·'~ ~/ .: '.;"' ··• '·· ~:ni~!~;~~t2~6i· : : : -:-;~:; :·:;~: ·; :t 
~~~Ft~::f': ~ ·•··~'·'~~· · •· 
Springfield, Ill. . . . 
Gainesville . . 
Woco ...... · 
Bremerton . ... . ...... . 
Clarksville-Hopkinsville . , . . · ·r . ·. ~ 
Boulder- Longmont . ... .. .. .,_, .. .. · ' · . · 
Total Top 200 ...... . .....• .. ·.· . 
Richland-Kennewick-Pasco _ . . . .' . ... · : 
Longview-Marshall ... . .. . -'.• ... : .. . 
Recine . . . . . . . . .. .... . ~ .. : · . .. . . 
Loredo ....... . ........... .. . . 
Roanoke .......... . . . .. ..... . . 
fort Collim-loveland . .. . . ..... . 
Limo .. . .. 
Benton Harbor 
Cedar Rapid, 
Monroe .. 
Muskegon .. 
El<hort -Goshen .. - . ... ..... . . .. . 
Beaver County, Po . . .. ... . .. . 
Fort Walton Beach . . ... . . . . 
(Thous.) 
40.5 
40.3 
40.1 
39.9 
39.4 
39.0 
38.5 
38.3 
37.5 
. 37.3 
36.8 
36.4 
36.4 
36.1 
35.9 
35.9 
35.8 
• ·35.0 
''34.9 
;.: .. ":· ~~:i 
. ·>t33.6 
",>33..5 
... -33.2 
:.'<'31.6 
' ·,,,"31.4 
··~. 30.1 
30.1 
.. ,":' 30.0 
--<;'~2 29.8 
. 29.4 
. 29.3 
···' 29.0 
- 28.4 
27.9 
27.8 
27.7 
. 27. 1 
.;..; ~~:~ 
26.3 
26.2 
'. 25.9 
25.8 
14,436..5 
25.7 
25.3 
'; 25.3 
•'. 25.1 
• '24 .8 
. 24 .6 
24.3 
. 23.5 
23.4 
23.4 
23.4 
22.8 
22 .3 
22.2 
21.9 
21.9 
21.7 
21.6 
21.3 
21.3 
21.3 
21.3 
21.3 
21 .2 
20.9 
20.8 
20.7 
20.6 
20.5 
20..5 
20.3 
19.9 
19..5 
19.3 
19.0 
18.9 
18.8 
' 18.8 
18.4 
18.3 
18.3 
18.2 
18.1 
18.0 
17.7 
17.6 
17.6 
17.5 
17.4 
17.2 
15,480.2 
17.1 
16.9 
16.9 
16.8 
16.7 
16.3 
16.2 
16.1 
15.9 
15.7 
15.6 
15.5 
15.4 
15.0 
Rank ..(Thous.) : Rank 
107 
108 
109 
110 
111 
112 
~~:a . : :: :::::::: :·:: ·: ·: ,;~: :·:  ~ : :~,·--3~:~ \.~~~ 
£t~~;~: ~c . } :, : ;~,;;; ., , ·~liUl~ 
113 
114 
115 
116 
117 
118 
118 
120 
121 
121 
123 
124 
125 
126 
127 
128 
129 
130 
131 . 
132 . 
133 
133 
135 
136 
137 
138 
139 
140 
141 
142 
143 
144 
145 
146 
146 
148 
149 
150 
151 
152 
152 
154 
155 
156 
157 
158 
159 
159 
159 
162 
163 
164 
165 
165 
167 
168 
169 
169 
~~~;;~;i, jfi:~~:t~; ·: ;1111,;1 
::.·-•?'13.9 ;. '231 
liH~~H 
-~;:, ·. a.J ~..233 
·.;~~i~l~i . 
2,9,~:~; 240 
Eou Claire •. . : ·~ ' :~ , .•.. • : ·. _:·~- .' t. . . . ·~~2 ~_..5·~6~---'_:,_·~:--_,··2.222~ , Vinelonci--Millv~I~Bridgeton . . : ': • • •:.. . _ : AS_obovnexneFoll.s . -. •. -._-: ._· . • ;· •• ••· ·.·· ._· •. :_ •• . ·. : ·_.:;,; __ ;;_  ,~ ·_: •· 
- 2{~~-246 ~ ;~~~~~~y~~i~~n:::::::: ::f> :_ :_ :_ ~~"; ~~ . 
. ,. ·~- . . 2.4 :-_., 250 
Tota1Top250 ••• ~ •••••• ;· : ·.: ·/ . · •• :;!~,1%._.2 ~-
~:~;~ty : ::::: ·::::: : : : :~~~~ - :- ::: ,: __ ,;¥<12.-4 ,:;_,250 ~om~~o-...n-Ounlr.i<-lc : • ...•. . : ·, ;; ·. : . . :.~_-_;:_._·_ .• ":: __ ; ____ :·',~_-.: __ ·~- -,·'· ::_··~1~i·~~-i~~--: __ ~.-.:,_._L~;;~; B::dent~n-::: :: :· : : · : :: : ·: "}{'?'.::: "/' Texarkana ..... _. ... .... .• ":· ~ --•.•. 
Bangor .. . .. . .... · ..... . : ; : . . . . ·1;).~ 12.0 · 257 
~:~~~~J ::: :: ·::::::::: :,; :·:'::: . -:.~l:{g-g :~ ~;; 
Midland, Tex . • : ~- . :, . _ ..• -:. , ·. .•• · ;-;:;,~- 12 .0 . 257 
Anderson, Ind . .••• : ..•.. . • .': . • . . · ;~,;'?:11.9 ; : 261 W~Fiieolli~~~hgnctit~ore,,·FI:ill.l·l~:- :_ · :: ·_ •. ·t,·_··:.·~: ,·,_._:··:, __ : -.:: :_ : _ __ :_ :: ·.· - ~:'·~:-·_··.;~;···;_·::·.~-~---· :: ::· :: (.;'~~-~ ~-:~ 8-'~~ ~ . ~~~~~ • •·• • • '•:' : • •: , ~~· • ·: s~l __ ,·_-,~--~-: __ ;;1. !1 !_11·;~~;2~7~0 
Burlington, Vt. . .•... . .. . . :• _. • . ... 
Kenosha . . . . . . . ; .• .. . · .• -} .'," ... . :. :.~~(1_1.0 .. 271 
!:~~~~g~:~e : : :-:·: :O>: : : : : : -~~\:-: : : : : t,:,j-~~6~~ .. ~;~ 
Yumo . .. ..... . ... . .• . . ,.:-· ., .. .. ·,. :·; 10 9 273 
Bloomington-Normol ... .. . . •. ~ . • . . )(~:·:.10:8 275 
Bryan-College Station . .. _ ... ' .' .... . '.'10.7 276 
Sonia Fe . .. ..•. .• ... .. · •. : ·. . . • . ·}:'' 10.5 277 
Konkokee . . . . .. ... .. ... ·: .- . ' . >. • • • ~t· 10.2 278 
Pittsfield .. . .. .' •. .•..•• • : -. . • . . • ·: 10.2 278 
169 
169 
169 
174 
175 
176 
177 
178 
179 
179 
181 
182 
183 
184 
185 
186 
187 
187 
189 
190 
190 
192 
193 
194 
195 
196 
196 
198 
Williamsport . . . . .. : ... . _ .. _-•. : . . . . ';f:~ 10.2 278 
Glens Falls .. ... . •. .. .. ; .; . ; . _ • . -~-.,;~ 10.0 281 
Naples . . _ . ....•..... .• '. ~. '· . . . . .., 9 .9 282 
Lafayette-West lafayette . . . . •. :· . . . . . 9.8 283 
Muncie . ..... ... · . .....• .•.• .. . . . . ' 9.8 ·283 
Rochester, Minn. . ...... .. • ~ .. -·.. .. . . . #' 9 .. 8 283 . 
~~:::;,t':lo~:~- - : :.:>: ::::: ;:::\ ::: /J.~-1;~:~ ~~; . 
Sharon ...... : ...... . . : ..... ~;.;·Y : ..... -"i : .. • 9 7 • '287 
Sheboygan · ' · ,y' j,st'-.-_~· ~Kaohreor~m;av~t'k-_vi.ll~~-;i_n~- :_ ~-~~- :_ :_ :_ :_ :_· -,~_:i_}:_~~-:_-~_-:_· :_ :_ :_ . ~ - . ;~::;J~-J~ -~~~:~~~~~ : : ·::.: : : : : ~if::(. : : l ,, 9.3 294 ; 
Son Angelo ... .. ; ....•• ·. :0;-i-{·'= : . . · . _;~-~-. J-.~---~.-.1_.~ .• ~9'.~:-~l- .. -.:~ -2~9~8~--· .• : ~~~~~~~ :: ::: : ::::::: :;~;~ ; :::: .:~ ·:9 ${ 299 
O~i:wc~e~n;is~bot~ r-o~ - _: ._::_ : __ : ._> ·_: _: :_· _: ._: _: :'_~~~;-~:_:i.~ : __ ·-:_ '_: _: --~~: .·~;a{~ ~g<{ '-~E~~~:D~~~~ • •••. • : • : , • . . . . . •!~1}i,1 • ~~ 
Elmira . . . . . . . . . . . . . . . . . • . . • . . ;.;~,:: 7.9 307 
199 
200 
201 
Grand Forb . : . . . . . . . . . . . . . . . . . i·;}.: 7 .9 307 
Cumberland ... : . ...... _ . .. . ·. . . . -~~~~'"' :- 7.8 309 
Great Falls . .. .. . ..... _ . .. _ . . . . 7.8 309 
St. Joseph . . ....... ... . ' . ·.. .. . . . l :7 311 
202 
202 
204 
Stole College . . . .. .... .. •. ·. , . . .' . 7.7 311 
Cheyenne .... . . . _ .. ... . ': . ..... · 7 .6 313 
Casper . . . . . . . . . . . . . . . . . . . . . . 7.4 314 
205 Bloomington, Ind. . ........ . ... : . . 7.3 315 
206 Burling ton, N .C. . . . . . . . . . . . . . . . . . _7.3 31 5 
207 Jackson, Tenn. . . .. . .... - 7-3 3 15 
208 lowe City . . . . . . . . . . . . . . . . ;{ 6.8 318 
209 Enid . . . . . . . . . . . 6 .0 319 
210 Lawrence. Kons . . . . . . . . . . 5 .8 320 
2 11 
212 
2 13 
Tota l Above Areos _ .. . ..•. .... _. 16,883.9 
Percent of U.S . .... . ... . _ . . . . . . . 75J058 
214 U.S. Total . . ..•..•. . _ . . . . . . . . . 22,302.0 

